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Why are we spending one million dollars to 
advertise Colombian coffee? Why are you see- 
ing one ad after another featuring Juan 
Valdez? Whatcan this program dofor roasters? 

It is no secret to you that Colombian coffee 
is essential to good @& coffee blends. 

This is the story we are telling consumers. 
We are educating them about quality coffee 
brands. Because there is no @ better time 
to stress better coffee @than right now. 

A good part of the public has the means 
and motivation to buy quality @@ products. 

Many retailers are suffering from drastic 
price cutting. They welcome a chance for good 
markup on quality products.@® 

And roasters who have plowed huge sums 
into good coffee brand names are@ certainly 
anxious to protect them 

How can they be protected? @ Must they 
be sacrificed as loss leaders? 

Doesn’t it make more sense to take ad- 
vantage of the ready-made quality @ story 
of Colombian coffee? @ @ eee 

To mention Colombian coffee in your ads? 
On cans? And to customers? @® 





— ANOTHER BIG CHAIN DISCOVERS: 
GOOD/YEAR} 


Good coffee stays good in eae 


Phofin- 


.» fOr 
preground, prepackaged 
coffee at minimum cost 


In all Daitch Shopwell outlets, too, coffee is now marketed the modern 
efficient way — preground and prepackaged in bags lined with PLIOFILM 


No more traffic jams around the old-fashioned grinder. No wasted 
space. No machine maintenance. And the readily heat-sealed PLIOFILM 
liner protects both flavor and aroma, keeps preground coffee bean-fresh 


Get the whole story on this better, thriftier way to merchandise coffee 
See your Goodyear Packaging Films Engineer or write: Goodyear, 
Packaging Films Dept.Q-6433, Akron 16, Ohio. 


OODFYEAR 


Pliofilm, a rubber hydrochloride—T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 





SALES BRIGHT BECAUSE IT'S 


NI 


This revolutionary, clay coated bag, with brighter 
color and sharper print, is a packaging gem with 
extra punch, a shelf stickout. 
Yet, there is no upcharge in | Ib. size; slight if 
any, for larger shelf packages. 





We welcome an opportunity to examine and re- 
evaluate your package in the light of this new 
The Package Designed With packaging development. Call or write for details 
The Coffee Man In Mind. on how we can effectively bring a new force to 
work for you at the point of purchase through 
Arkell & Smith's great, new SNOW WHITE bag. 
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AREEL.L. & SMITHS 
Hudson Falis, New York 
500 Fifth Avenue, New York 36, N.Y. 
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THE PACIFIC COAST COFFEE ASSOCIATION—Las Vegas, Nevada 


"new surroundings for an old organization” 
“the west coast coffeeman's year’ 


“chronology of achievement" 


PACKAGING: 


but does it appeal to a woman?" 


ADVERTISING: 


“outdoor advertising—a pictorial review" 


FINANCE: 


“equipment leasing" 


THE EDITOR'S PAGE: 


"tea on threshold of new era’ 


FACT REFERENCE FEATURE: 
Part Two—''Coffee and Tea Patents—1959" 


THE COFFEEMAN’'S BALANCE SHEET: 


"a review of recent notes of interest to the coffee trade" 


SHIP SAILINGS: 


‘a summary of inward-bound schedules on coffee and tea berths’ 


VIGNETTE: 
"coffee and tea substitutes in the Southern Confederacy" 


THE SPICE MILL: 
"what ASTA membership means to you" 
"a short history of spices—part 2" 


BUSINESS METHODS: 


"the problem of, and the solution to, sales force compensation" 


NEWS FROM KEY CITIES: 


"trade doings around the country’ 


STAFF: 


Publisher, E. F. Simmons; Execu- 
tive Editor, John J. Decker; Ad- 
vertising Manager, Frank Bianca- 
mano; Business Manager, E. Red- 
mond; Circulation Manager, E. 


Delgado. 83rd Year 
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New Orleans — W. McKennon, 731 Dumaine St.; California — Mark M. Hall, 
1215 Shattuck Ave., Berkeley, Calf.; a © — Don Baines, 55 North Pine 
St.; Mexico City — Douglas Grahame, artado 269; Rio de Janeiro — A. Sampaio 
Filho, Rua Quitando 191; Santos — 1a io Catunda, Praca Maua, 20-s/217. 


SUBSCRIPTION PRICES: 
$5.00 per year, U. S. A.; $5.50, Canada; $6.00, Foreign 
Copyright 1960 by The Spice Mill Publishing Co., Inc., 
York 5, N. Y., WHitehall 4-8733. 


Published monthly. 
ry Water Street, New 
“THE PIONEER PUBLICATION IN THE COFFEE, TEA AND SPICE FIELD" 


MAY, 1960 





Single urns with 
3 or 5 gal. capacity 
Start at $225. 


BREW 
rele) a4 = 


the way the 
(Of @} tt 3 ae 1, 4-8", '41) 
INSTITUTE does! 


mS, 


Twin urns with 6 or 10 gal. 
capacity start at $425. 


CECILWARE 


ro pat coffee URNS 
i Ser ries 61: FEATURING THE 
J 


Loo. s<-—-.4 GRIDDED RISER 


Each month, experts from 
the Coffee Brewing Institute 
give brewing demonstra- 
tions before thousands. And 
the urn method they recom- 
mend uses the Gridded 
Riser. It creates a flat, level 
coffee bed which forces all 
the water to filter faster for 
correct extraction. 


CECILW ARE - COMMODORE 
199 Lafayette St., New York 12, N. Y. 
3 


Write for our 
new catalog 
Number 24 





WHAT 
DISTINGUISHES BRAZILIAN COFFEE 


FROM ALL OTHERS ? 


BRAZILS 
ARE 
PREFERRED 


The millions of U. S. citizens who have made 
coffee the nation’s favorite beverage naturally 
jo not all like the same blend or brand. Yet, 
one country, Brazil, continues year after year 
to export more of its coffee to the United States 


than any other country 


A basic reason is the unequalled variety and 
quality of the Brazils. They satisfy a wider 
range of consumer tastes than any other cof- 
fee. Coffee experts and the general public 
agree on the eminence of their rich body, full 
flavor and aroma, The U. S. taste for coffee 


has been built on Brazils. 


PROMOTE 
BETTER 
BREWING 


Join the industry-wide 


campaign for 


heartier coffee 


COFFEE & TEA INDUSTRIES and The Flavor Field 





BRAZILS 
ARE 
PREFERRED 


THE BRAZILIAN COFFEE INSTITUTE 120 WALL STREET, NEW YORK 5, N. Y. 
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ICED-COFFEE PROMOTION 


© On June 6, the Pan-Amer- 
ican Coffee Bureau is 

launching an advertising 

campaign for iced coffee in 

Life, Look, and The Saturday 

Evening Post. Full-column 


The Saturday Evening 


POST 


iced-coffee ads will appear on the page opposite our current 
campaign—the Crusade for Honest Coffee. Our schedule 
calls for seven insertions in June, July and August, giving a 
total of 4114 million ad exposures for iced coffee through- 
out the country. 

In addition, PACB has designed and produced newspaper 
advertising mats, in one-column and two-column sizes, 
and a number of colorful point-of-purchase display mate- 
rials. These materials are available to you for the purpose of 
promoting your own brand of coffee. Samples of these ads 
and display materials have been sent to you in an Iced- 
Coffee Merchandising Kit. If you haven’t already received 
your kit, mail the coupon below. 


Hhootad steuscifiast ... dead tro 


hereer sou , 





SEND FOR MERCHANDISING KIT... 


PAN-AMERICAN COFFEE BUREAU 
Dept. A, 120 Wall Street, New York 5, N. Y. 


Gentlemen: Please send me an Iced-Coffee Merchandising Kit. 


Name 
Address 
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PACIFIC COAST COFFEE ASSOCIATION—LAS VEGAS—1960 


PCCA — new surroundings for 
an old organization 


A great deal of water has passed under the bridge since 
the Pacific Coast Coffee Association took its initial forma- 
tive steps way back in the year 1932. The move, along 
lines advocated by the National Coffee Roaster’s Associa- 
tion, brought about the dissolution of various loosely knit 
organizations of San Francisco roasters and green coffee 
men. In its place an organization of national prominence 
was born, one which brought with it a spirit of coopera- 
tion which remains intact to this day. 

In his initial telegram of congratulations to the new 
organization President Boardman of the National Coffee 
Roaster’s Association addressed one of the leaders whose 
forward thinking had brought about formation of the 
PCCA. To Reuben W. Hills he sent the following tele- 
gram. ‘Thank you cordially for your splendid message. 
The spirit of mutual good will and desire to create a really 
effective organization of all coffee men in the interest of 
our industry evidenced by you and your associates on the 
Pacific Coast lends a tremendous impetus to our mutual 
project of a single national coffee organization, The splen- 
did progress which has been made on all phases of the 
plan since the initial convention now insures an organiza- 
tion adequate to our needs and consistent with the size, 
dignity and importance to our industry. Greetings and 
congratulations to you and your associates on the Pacific 
Coast.” 

President Boardman’s message remains undimmed with 
the passage of years. Few organizations of trade people 
have reached the prominence of the Pacific Coast Coffee 


Association. Few can match the strides they have made 


MAY, 1960 


over the years in problems solved. The year 1960, with a 
convention in new surroundings, should add to a long list 
of successful meetings. 

Breaking tradition of long association with Pebble 
Beach, California, as a meeting place, this year’s Pacific 
Coast Coffee Association convention will be held in Las 
Vegas at the Desert Inn. Famous for golf, entertainment 
and the beauty of its natural surroundings, desert skies 
will bring a new atmosphere to the convention after its 
many years of annual meetings in one spot. The 29th 
annual convention should be a pleasurable experience not 
only for the golfing members of our coffee industry, but 
to those who have not heretofore enjoyed the freedom 
and fun of the famed Nevada resort city. 

Thursday, May 19, will see coffeemen registering, with 
the first scheduled function of the meeting a luncheon 
in the Painted Desert Room at one o'clock. A_ cocktail 
party later in the day honoring the officers and directors 
of the National Coffee Association will serve as a prelude 
to evening festivities at which Reuben W. Hills, III, will 
introduce the principal speakers of the day. Included are 
Jack McKiernan, of the National Coffee Association, Jack 
Evans, and Samuel Stewart. 

Friday is the day set aside for the annual business meet- 
ing of Pacific Coast Coffee Association's members. It ts 
at this meeting that the general course of the association's 
procedures for the year will be developed. Following this 
important session members will form for the executive 
committee meeting at which new executive members will 


be chosen. MORE 
7 
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The coffee market is never stable. Our fast, authen- 


LA\ > 
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tic information on its activities will keep you abreast 
of its ever changing trends and assist you in 


stabilizing your trading. 


DEAN WITTER &Co. 


Members 
New York Stock Exchange © Pacific Coast Stock Exchange 
New York Coffee and Sugar Exchange 
Chicago Board of Trade 


SAN FRANCISCO New york * LOS ANGELES @— 
CHICAGO * SEATTLE * PORTLAND 
Offices in other Pacific Coast Cities 











America’s best-selling coffees 
in each field come from 


MAXWEL 
HOUSE 


PRODUCTS 
OF 
GENERAL 
FOODS 





MEMBER OF 


NGA 


MAXWELL HOUSE 


PCCA—new surroundings for an old organization 


(Continued from page 7) 





A highlight of any Pacific Coast Coffee Association con- 
vention has always been the dinner following the busi- 
Ninteen sixty’s dinner will be no excep- 
Preceeding this gourmet de- 


ness meetings. 
tion to this established rule. 
light will be a cocktail party honoring the newly elected 
The entertain- 
ment to follow this dinner session will be the finest avail- 
Reservations have been made 


executive committee of the Association, 


able in the Las Vegas area. 
by the Association for the assembled group to attend two 
of these shows, \‘ne will be the highly touted Lido Show 
it the neighboring Stardust Club. 

Saturday is reserved for the golfing members of the 
western fraternity, various committee meetings, a cock- 
tail party tendered by members of the allied trades, and 
inally the awarding of golf trophies. Three days of busi- 
ness and pleasure will be rcunded off that evening by a 
closing dinner and attendance at one of the shows already 
mentioned 

Familiar names will be on hand to welcome all comers, 
both from the west coast and from the other areas of the 
country where coffee continues to loom large in the minds 
of all. Reuben Hills, HI, president of the Pacific Coast 
Coffee Association will open the meeting in his usual 


capable manner. Robert C. Powell, executive vice presi- 





DNF The blend is up... 


... With the present global surplus of coffee the 


report from coffeemen is that more and more 


people are turning to better blends. U. S. roastings 
so far this year amounted to some 6,950,000 bags, 
an increase of 3.3 percent over year earlier. 
The population upsurge ts helping things along, 


too. 











Division of General Foods 
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dent will be on hand to greet members, and such well 
known Pacific Coast coffee men as Earl Lingle and Wil- 
liam Seeley, will head the convention committee. Vern 
Aldrich heads the entertainment planning for the three 
day meet; Cedric Sheerer, arrangements for golf enthusi- 
asts, and E, L. Shaw will see to it that accommodations for 
members are taken care of. 

The committee 
composed of J. A. De Armond, chairman, Earl Lingle, 
Manny Rosen, Henry Schmidt, John Beardsley, W. O. 
Granicher, W. H. Hughes, and E. A. Johnson, Jr. 

The Resolutions Committee includes A. C, Glover, as 
chairman, T. E. Duff, H. F. Gavigan, E. E. Hood, C. D. 
Lincoln, Earl Lingle, and William Seeley. 

Members of the Necrology Committee are W. O. 
Granicher, chairman, Weldom H. Emigh, and R. A. 
Manning. 

All told the convention should be a high point of the 
year for our PCCA brethren. The surroundings will be 
new, the faces will be familiar, the net results important. 


nominating at this year’s session ts 
& ) 
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THERE'LL NEVER BE AN ENCORE! 


‘\ 








. 
ies 
CONTENTS VERY : | 


That's for sure! There are no encores for packages that look 
like a ‘‘big deal” but lack the quantity expected. And for tea 
there'll be encores only when the consumer’s measure 
of quantity per tea bag is met through prompt fullness of 
flavor and color. 


Our tea bag paper is designed to promptly provide full 
measure—all that the tea within the bag is able to produce. 


C. H. DEXTER & SONS, INC. 


Manufacturer 
WINDSOR LOCKS, CONN. 


Ask Aldine... 
ALDINE PAPER COMPANY, INC. 


Distributor 
535 FIFTH AVE., N. Y. 17, NEW YORK 


MAY 1960 





Convention Greetings 


to the P.C.C.A. 


MAY 19-21, 1960 — LAS VEGAS, NEVADA 


Desert Inn, 1960 PCCA Convention Site 


H. L. C. BENDIKS, INC. GEO. W. CASWELL CO. 
GREEN COFFEE COFFEE ROASTERS 
J. MOSSEL 642 Harrison Street 
25 Califernia St. Room 253 San Francisco San Francisco 


BREAKFAST CLUB COFFEE CRESCENT MANUFACTURING CO. 
ROASTERS & PACKERS Coffee Roasters 
1200 No. Spring Street 
a rt wed 657 Dearborn St. Seattle 4, Wash. 


JABEZ BURNS & SONS. INC. ROASTERS ee eS 
FARMER BROTHERS COFFEE 
COFFEE AND TEA PROCESSING MACHINERY RESTAURANT SERVICE 


Western Office: : i 
TEMPO-VANE MFG. CO. Los Angeles 37, California 
Consistently Good! 


330 First Street San Francisco, Calif. 


CALIFORNIA COMMODITIES CORP. MARCEL 8S. GARRIGUES CO. 
CERTIFIED PUBLIC WEIGHMASTERS 

. ’ Specializing in Green Coffee 

San Francisco II, Calif. 104 Commercial St., San Francisco I1, Calif. 


242 California Street 


C. G. CAMBRON CO Tue Great Atcantic & Paciric Tea Co. | 
COFFEE COMMISSION : Importers, Roasters and Retailers of Fine 
: : Coffees Represented in 
oT BRAZIL COLOMBIA 
by the American Cotfee Corporation 


WENT Eaa, 


GREETINGS and best wishes to the Pacific 
Coast Coffee Association on the occasion of 
its annual convention at Las Vegas, together 
with our sincere appreciation to the officers for 
their efforts and accomplishments during the 


past year. 


E. A. JOHNSON & CO. 


166 California St. Sutter 1-6701 San Francisco, Calif. 
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By MARK M. HALL, 


West Coast Correspondent 
"Coffee and Tea Industries 


One year ago this May coffeemen on the Pacific Coast 
found the coffee market relatively strong, futures having 
risen_ from a low point in the early part of 1959 to highs 
in late Aprtt-and May. This strength, occurring as it did 
in the face of a large Brazilian surplus appeared to be an 
indicatign that Latin American coffee producing countries 
were béginning to learn the value of cooperation on a 
grand fcale. In addition it began to be apparent that 
Africah coffee producers were looking with favor on these 
efforts Other factors which entered into the picture and 
served to favor the market situation was a strong demand 
for-coffed both in this country, and in the European mar- 
ket. Mild\grops at this time were readily absorbed. 

However, \s so often happens following a prime coffee 
market, a lull \p buying developed in San Francisco, Since 
the coffee markt is ruled by periods of a strong market 
followed by thes& familiar soft periods the incident was 
regarded as normal\py west coast green men. The average 
-offed@an on the street had little confidence in the market 
nMle the enormous surplus hanging over it, in spite 
ahad bear accomplished already, They were for 

part bearish, and believed that anything was 


of W 
the n 
liable to 
range du 
This weakness had been 


~penp|-Exchange prices moved within a narrow 
, sriod, but actuals proved more steady. 
anticipated in advance and as 


time progressed prices declined. 


MAY 1960 


There was speculation at the time as to whether control 
machinery could help to prevent a break. If the market 
was to go down, would it do so in an orderly fashion? 
In a weak declining market it was hard for the broker 
to make any more than the minimum fee. Taking a po- 
sition was inclined to be risky business These were 
some of the problems which were confronting green men 
on the west coast at this time. 

What about the roaster? His claim was that the retail 
price of coffee had gone considerably below what the green 
price warranted. Adding to his annoyance was the prac- 
tice of retailers in the area to sell coffee below cost, and 
the consequent pressure being brought to bear upon the 
roaster to make concessions of some sort, Roasters would 
have been satisfied with the prevailing price of green 
coffee if they had been able to obtain their proper markup. 
Thus the coffee surplus was to help in the maintenance of 
a very Cautious attitude on the part of the western roaster 
and his buying was liable to be on a hand-to-mouth basis 
during the period. Quite aside from this, west coast roas- 
ters were profiting from the continuing population ex- 
pansion in the area, and they looked forward with a great 
deal of hope to a stabilization of prices. 

As the 1959 season progressed even further it was evi- 
dent that Brazil was out to sell more coffee, and at prices 
that the market would be able to absorb. Up to July 17, 

(Continued on page 13) 
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Convention Greetings 


to the P.C.C.A. 


Rallying point for PCCA golfers, Desert Inn, 1960 


R. N. LUSCOMBE CO. 


HARRIS & BISSELL rl 
CARGO SUPERINTENDENTS LUSCO COFFEE 


CERTIFIED PUBLIC WEIGHERS penta > aga 
200 Davis St., San Francisco Oakland, California 


HILLS BROS. COFFEE, INC. H. M. NEWHALL & CO. 
COFFEE ROASTERS IMPORTERS — COFFEE EXPORTERS 
San Francisco, Calif. 417 Market Street 
Edgewater, New Jersey San Francisco 5, Calif. 


LEON ISRAEL & BROS... INC. SAN FRANCISCO WAREHOUSE CO. 
COFFEE IMPORTERS CATERING TO THE COFFEE TRADE 
Brazil — Colombia 605 Third Street 
160 California St., San Francisco I1, Calif. San Francisco 


JONES-THIERBACH COMPANY SCHILLING 
IMPORTERS Division of 
431 Battery Street MeCORMICK & CO.. INC. 


San Francisco || 301 Second St., San Francisco 7 


HAROLD L. KING & CO. SPICE ISLANDS COMPANY 
GREEN COFFEE 
9 Main Street 
San Francisco 100 E. Grand Ave. South San Francisco, Calif. 


Spices, Herbs, Vinegars, Tea, Pepper Mills 


G. W. KONIG & SON = 
CERTIFIED PUBLIC WEIGHMASTERS 


147 Drumm Street From One Old Timer To Another oeee: 


San Francisco 
Greetings to the Pacific Coast Cof- 


KOPPEL BROS.. INC. fee Association, oldest organization of 


CERTIFIED WEIGHERS 
117 East ''B" Street 
Wilmington, Calif. tea trade. 


coffeemen on our western coast, from 
the oldest publication in the coffee and 


"83-years of reporting to the industry." 


LINGLE BROS. COFFEE INC. : 
RESTAURANT SERVICE — SINCE 1920 COFFEE AND TEA INDUSTRIES © 
6500 S. Garfield Avenue 106 Water Street, : 

Bell Gardens, Calif. New York 5, N. Y. 
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the west coast coffeeman's year 
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1959, Brazil shipped 233,270 more bags of coffee to Pacific 
Coast ports than over a similar period in the previous year, 
Central America a total of 67,630 more bags, and Colom- 
bia, 2,860. Grand total of these shipments amounted to 
303,760. A heavy part of this increase had been at the 
expense of African exporters. It was reported in August 
of 1959 that three freighters were enroute from Brazil to 
the west coast with an additional 190,000 bags of coffee 
in their holds. With this continued flow into the hands of 
Pacific Coast coffeemen a large stock was being built up. 
Indications were that these shipments and the continuing 
stockpiling of green coffee was to slow down buying and 
importation of coffee during the first quarter of 1960. 

Still another factor which was troubling green men 
in the Pacific States at the time was the presence of con- 
signed coffees. This was not on the same scale as before. 
There was speculation as to whether what was on hand 
had come from the I.B.C., a suggestion strongly denied 
by that organization, or from private shippers. 

During the month of August, Colombians were held in 
strong hands, principally by the Federation, and the mar- 
ket was firm. Centrals came out early. 
excellent quality, and with the prices prevailing at the 
time sold readily. There was a spread of about nine cents 
between Brazils and Colombians. Following this market 
situation and with a continuance of large shipments prices 
weakened, spots became more plentiful and green men 


looked for a period of dullness. In spite of this, pro- 


WELLS FARGO 
BANK 


Brazils were of 


YouR 
CALL THE GEMINI COFFEE 





ducing countries were not selling at prices which could be 
considered panicky. 

Later in the fall a measure of strength returned to the 
market. Coffee men attributed it to controls and market 
maneuvering. This was being achieved in the face of con- 
tinued tremendous surpluses in producing countries, large 
stocks afloat on the high seas, and a hefty supply on hand 
in warehouses. The decreasing spread between distant 
futures and nearbys for Brazils was evidence of the grow- 
ing confidence being shown in the market. It quite possi- 
bly mirrored a certain amount of purposeful buying by 

(Continued on page 14) 


THROUGH 
SAN FRANCISCO’S 
GOLDEN GATE... 


Coffee has been pouring through 
the Golden Gate since Gold Rush 
days. Today this is one of the 
largest coffee ports in the nation. 


As the West’s oldest bank, Wells 
Fargo Bank American Trust 
Company has been smoothing the 
way for importer and exporter 
since the 1850’s. Our skill and 
experience is always at your serv- 
ice. We invite your inquiries. 


13 AD 52 


AMERICAN 
TRUST 


PANY 


MAY 1960 


HEAD OFFICE 


SAN FRANCISCO 
Resources in excess of $2,400,000,000 


Member Federal Deposit Insurance Corporation 
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Brazilian interests as well 
At the turn of the year business was booming for the 
Pacific Coast roaster, but green men were finding business 


dull 
shipments of last fall 


This was only natural after the heavy incoming 
The first three months reflected 

There were 
Much of the 
market. 


lowered coffee shipments to the west coast. 
plenty of spots on hand for the asking 

consigned coffees had disappeared from the 
There was a trend toward fewer mild shipments to the 
Pacific Coast, and more to eastern and European markets 
The 


the case 


local market absorbed more Africans than had been 
Roasters entered into a period of 
that 
and they were quick to take advantage of the 


in the past 


careful buying, they were aware more coffee was 


available 


fact Their thinking was that the producing countries 


able 
ly dis} lay no real confidence 
The first 


in overall coffee shipments to the west coast. 


were not to maintain prices, and they could apparent 


three months of 1960 have shown a decline 
In number 
of bags the figure had dropped by some 134,577 bags over 
a similar pe riod last ycal This Was proving more or less 
with the 


Pri cs he ld 


real inclination to break 


in line overall expectations of the green coftec 


man within a narrow line and showed no 


The market was unaffected by a 
With the 


favorable factor indicated by increased world consumption, 


dip in Africans. Things seemed well in hand 


and the continued acquisition for a better cup of coffee by 


the consumer the future seemed safe. Provided, of course, 
that world coffee agreements and quotas were strictly 
adhered to. It looks as though the Latin American coffee 
producing countries had really learned to co-operate. 


International Coffee Agreement 
Directors approve quotas 


Concluding ICA’s third meeting in early April, Migual 
A. Cordera, Jr., called on the assembled members to ad- 
here strictly to the by-laws of the agreement covering 
quota regulations. Cordera pointed out that failure of 
any one country to comply with quotas would have 
severe effects on other member countries. The directors 
then approved export quotas for the three-month period, 
April-June 1960 setting a total of 7,546,975 bags for 
this period. It was pointed out that January-March quotas 
had been fixed at 8,525,988 bags, and that actual exports 
for the period exceeded that figure by 1,110 bags. If 
consumption requirements permit, both Brazil and Colom- 
bia may export 25 percent of annual quata, or 4,357,750 
bags, and 1,492,250 bags respectively. 

The promotion committee of the ICA was authorized 
by the directors to cooperate in promoting coffee both in 
Europe, and in the producing countries themselves. In 
addition it was decided that a committee of the organiza- 


tion should visit Africa during July. 














COFFEE MEN LIKE YOU like Crocker-Anglo Bank. And for good reason. 


They like the enthusiastic way Crocker-Anglo does business . . . 
Directly, or through a network of correspondent banks in Latin America, 
Crocker-Anglo’s International Banking Department works with growers, shippers 
and importers to help keep coffee cups full to the brim. If you buy or sell in 

coffee, tea, or whatever it may be — get to know 
Crocker-Anglo. Discover the difference enthusiasm makes. 


the market places of the world 


INTERNATIONAL BANKING DEPARTMENT * 1 Sansome Street, San Francisco 20 
14 COFFEE & 


at home and overseas. 


CROCKER-ANGLO 


NATIONAL 


BANK 


Calfornias Oldest Mational Bank 
Member Federal Deposit Insurance Corporation 
Field 


Member Federal Reserve System - 
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A Chronology of Achievement—1 933-1960 





The Conventions of 
The Pacific Coast Coffee Association 


e Victoria, B.C.—May, 1933 

G. C, Thierbach, elected presi- 
dent. Older presents draft of 
measure to the National Con- 
gress calling for the restriction 
of low grade coffee from all 
sources. Proposed pure coffee 
law; uniform contract debated. 
British Columbia Roaster’s As- 
sociation invited to affiliate. 


Del Monte, California — May, 
1934 
R. D. Quinlan, Jr., named presi- 
dent. The association votes for 
two distinct divisions, roast 
and green coffee. The presi- 
dent to be presiding officer of 
executive committee; the presi- 
dent to be a roast and then a 
green man in alternating years. 


Del Monte, California—May, 
1935 

Paul R. Simpson elected presi- 
dent. Accomplishment of uni- 
form coffee contract lauded by 
Simpson in opening speech re- 
fering to accomplishments of 
officers elected during initial 
three years of organization. 


Del Monte, California—May, 
1936 

W. R. Phillips of W. R. Grace 
& Co., named president. Clar- 
ification and strengthening of 
rules of arbitration and appeal. 
Reports on: ‘Brazilian rates; 
Colombian and Central Ameri- 
can coffees; Investigation of 
Short Weights on Brazilian 
Coffee.” A new high in con- 
vention attendance. 


Del Monte, California—May, 
1937 

A. C. Glover, of Mannings, 

Inc., the new president. Prin- 

cipal address by W. F. William- 


son, secretary-manager of As- 
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sociated Coffee Industries of 
America on ‘Trade Coopera- 
tion”. Reports delivered on 
freight rates to Brazil, Central 
America and Colombia. 


Del Monte, California—May, 
1938 

Harry D. Maxwell, Hard & 
Rand agent, elected president. 
Announcement is made of a 
cooperative arrangement with 
Associated Coffee Industries. 
The association brings about the 
participation of more coffee 
growing country participants in 
Golden Gate International Ex- 
position of 1939. The associa- 
tion hears a report on the work 
of the Brazil Freight Rate Com- 
mittee. 


Santa Barbara, California 
May, 1939 

J. A. Folger, elected head of the 
association. Reports by J. E. 
Duff, chairman of the Brazil 
Rates Committee, and R. D. 
Quinlan, Jr., chairman of the 
Committee on Central Ameri- 
can and Colombian Freight 
rates on efforts being made to 
retain rates. 


Del Monte, California—May, 
1940 

J. E. Duff elected president. 
Cooperation with Pan Ameri- 
can Coffee Bureau urged. J. 
A. De Armond, advises of 
changes in Clause Ten of the 
uniform contract concerning 
the delivery of spot coffee. 


Del Monte, California—May, 
1941 

Edward Bransten, Jr., named as 

president. Association heard 

addresses by Paul Daniels, 

chairman of the Inter-America 

Coffee Board outline functions 


of the board. President Bran- 
sten speaks on certain inequi- 
ties in quota system, suggests 
recommendation for more even- 
ly regulated flow of coffee 
throughout year, rather than 
too large shipments at any one 
time. 


Dei Monte, California—May, 
1942 

R. R. Quinlan, the new presi 
dent. Members hear from Paul 
C. Daniels of State Department 
who promises government cof- 
fee support. O.P.A, spokesman 
R. W. Bettleheim indicates 
government may shift coffee 
price to January ceiling. Asks 
that trade work with govern- 
ment. Members are told rea- 
sons why impounded coffees 
cannot be released. 


San Francisco, California 
May, 1943 

Coffee situation improves, With 
Federal control of supply and 
distribution members keep eye 
on Washington for next move. 
Richard Quinlan of Commodity 
Credit Corp.; Frederick Berner 
of the O.P.A. on hand to ex- 
plain governments decisions to 
members. 


San Francisco, California 
May, 1944 

E. A. Johnson elected presi- 
dent at convention which ts 
restricted to one day because 
of travel restrictions. Hopes for 
price ceiling rise are dashed by 
key speakers. Williamson of 
N.C.A, advises, “price problems 
unrelated to rationing.” 


San Francisco, California 
May, 1945 

George Bardet of MJB elected 
(Continued on page 16) 
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president. Increases in coffee 
quotas urged in resolution 
passed by association. Fred 
Silence, guest speaker asserts 
that wartime difficulties have 
led to a greater degree of unity 
within the industry. 
Boyes Springs, California 

May, 1946 
W. V. Lynch of W. R. Grace 
named president. Convention 
calls for aggressive, united ac- 
tion by the industry to remove 
all restrictions on the trade. 
Latin American countries look- 
ing for revival of Euorpean 
market, although aware of 
great opportunities available in 
the United States. 
Del Mar, California—May, 

1947 

J. A. DeArmond elected presi- 
dent. The convention votes to 
back the work of the Coffee 
Advertising Council and pledg- 
es itself to help in achieveing 
complete unification of the cof- 
fee industry. Consideration 
urged on recommendations re- 
garding surcharges on_ ship- 
ments from Brazilian ports. 
Pebble Beach, California—May, 


What can you learn from a truck driver 1948 


Harold Gavigan, of B. C. Ire- 


about the | land named president. PCCA 


backs greater promotional ef- 
PORT OF SAN FRANCISCO? = 232 
product, and condemns freight 
surcharges. 
He can tell you that modern freeways make it easy to reach our Pebble Beach, California—May, 
piers. Deliveries and pick-ups are scheduled in advance by the 1949 
Port’s Truck Coordinating Service. Longshoremen are ready to go W. A. Ehrhardt of the Alexan- 
to work the minute he drives up. Outbound cargo goes aboard ship der Balart Co., elected president 
. West coast coffeemen show op- 
fast, and he can get right back on the i? : 
‘ ii? Aas: ; : timism for coming year and 
road with an arriving load. em | a vote to continue work on im- 
. . . . on call | roving coffee quality, efforts 
We can fill you in on other time-saving ‘ sithian: Meopel. ee 
i a . toward more reasonable freight 
advantages Port of San Francisco offers yy p ‘anne 
shippers: 18 miles of deepwater berth- —r_ Pebble Beach, California—May, 
ing space, enabling every ship to dock yma , | 1950 
without delay... the West’s largest and LENE MN iv J. J. Beardsley, of the Otis 
most productive waterfront labor force ee McAllister Co., named associa- 
...and many others. Find out about 





tion president, Need for con- 
. . : tinued aggressive promotion 
them first-hand. Route your next ship- agra 
i : : : y 7 et ae stressed. NCA’s De Armond 
ment via Port of San Francisco! _ 7 makes hard hitting talk on 
“wooing and winning public 


LEADING GENERAL CARGO PORT ON THE PACIFIC Seni ae AP sige 
Opinion in selling our product. 


San Francisco Port Authority, Ferry Building, San Francisco 6 7 (Continued on page 20) 
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To retain flavor and aroma of coffee and other products the 


HESSER 
VACUUM PACKAGE 


produced ina fully automatic operation 


offers these advantages: 


Absolutely tight, easy to be stacked, vacuum packages with low weight, 
consisting of printed outer carton and evacuatedinner bag 


considerable duration of freshness and thus of the shelf-life of the product 
a further guaranty for constant quality of your goods 
a convincing sales argument 


the inner bag might consist of any heatsealable plastic films or foils of 
~»,. various laminations which will meet the particular requirements 


the package is formed, filled, evacuated (possibly gassed), and sealed on 
one machine in a continuous operation. Printed outer cartons fed from 
magazine and liner material from reel — the most economical way to 
produce vacuum packages. All seals of the inner bag are made in finseal 
fashion, 


free choice of suppliers for the packaging materials. 
Ask for the HESSER -VACU UM machine 


the machine operates at a speed of abt. 60 packages per minute and does 
not require more floorspace and operators than the fully automatic standard 
HESSER - packaging machines; no special training required for the vacuum 
operation of the machine. 


Further details on the HESSER-VACUUM package concerning package 
forming, package costs and suitable liner material through 


Packaging Equipment Service Ltd., | &d. A. Wagner & Co., 
Willowdale/Ont. Dallas / Texas 


Geveke & Co., Inc., James C. Hale & Co., 
New York 4, N.Y. San Francisco/Calif. 


Diederichs & Griffin Comp., Agencia ANAHUAC, 
Chicago 48/ Jll. Hugo Schoener, Mexico D. F. 





FR.HESSER MASCHINENFABRIK-AKTIENGESELLSCHAFT - STUTTGART-BAD CANNSTATT - FOUNDED 1861 





@ PACKAGING 


The nature of a woman's think 
ing when she is making her weekly 
food purchase, can depend on many 
things, some which are harder to 
pin-point than others, and which to 
the male mind, may not seem at all 
logical, Still, this is what the mer 
chandiser must seek to understand 
and evaluate 

The price which a woman is will 
ing to pay for a particular item de- 
pends on what the product is, the 
label and her familiarity with it, 
and of course, its quality. But more 
important to the woman, is the pack- 


aging of the product—its eye-anpeal 


Louise G. Sleater, author of the article 
on buying attitudes which appears on 
these pages is a feature writer whose 
writing has appeared in various national 
publications and newspapers. This is 
her first article for “Coffee and Tea 
Industries’. 
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and if it coincides with her associa- 
tion of the product in her own mind. 
For instance, a bright red can of 
chili powder with a Mexican figure 
on it, will immediately appeal to 
her. True, bright red cans do at- 
tract attention, but this is not why 
she chooses this can of chili powder. 
It's because she associates the bright 
colors with Mexico and Mexico with 
hot, spicy therefore she 
chooses this can of chili powder, 


foods, 


over the drab appearing container, 
which conveys nothing to her mind. 
On the other hand, she is more apt 
to reach for a silver, or gold Orien- 
tal box of tea, for her mind associ- 
ates tea with the mysterious and 
exotic Orient. If the price of box 
of tea is slightly higher than its 
competitor, it’s all right, just so long 
as the packaging conveys the idea of 
higher quality. 


COFFEE & TEA 


INDUSTRIES and The 


A woman hates monotony of color 


and shape—round coffee cans in 


bright blues and reds—square boxes 


of tea in green or red. Women are 
not too interested in the fact that 
round cylinder shaped cans hold 
more than the attractive odd shaped 
cans, 

In the field of spices, companies 
have failed to make their products at- 
tractive to the housewife. Spice is 
like perfume and its packaging and 
advertising should say as much. Like 
perfume, spice should be used spar- 
ingly. The average woman will not 
buy spices which they are not fa- 
miliar with, for with the unfamiliar, 
she associates it with more work and 
long and involved recipes. In today’s 
world, the busy housewife wants to 
cook that which is quick and easy. 

Some advertising methods have a 
greater affect on the woman shopper 


Flavor Field 





than others do. Coupons which 
come through the mail, actually 
don’t do the job as well as other 
forms of advertising. If the coupons 
are for a product that the woman 
now uses, then she will use it im- 
mediately. The others she will either 
throw away, give to a friend who 
does use that particular product, or 
she will redeem these extra coupons 
with some cooperating grocer for 
cash. None of this has increased 
business, nor obtained new users. 

Catchy sounding slogans which 
are easy to remember will influence 
the shopper's selection, and are more 
apt to sell them on a new product. 
To the harassed homemaker of to- 
day, a note of humor in advertising 
is always welcomed, but not to the 
point where it is a reflection on their 
intelligence if they fail to buy that 
particular brand. The use of ani- 
mated characters in television and 
screen advertising is as enjoyable to 
the adult as to the child. 

If a new product appears on the 
market, in conjunction with a con- 
test, it has a better chance of catch- 
ing the shopper's eye. Women are 
contest-conscious to such a degree 
that it over-rides their habit buying, 
and bargain hunting tendencies. 

Point-of-purchase advertising has 
a great effect on the woman shopper. 
They like to see neatness and space 
in displays, and this is one place 
that many spice displays fall down. 
They are usually cluttered, dusty, un- 
der stocked, and the names of the 
spices so small, that it is an effort to 
find, or read them. The result is 
that the shopper grabs the first can 
that she can find, regardless of size, 
brand, etc. If one spice was taken 
at a time, along with an attractive 
display, and inform the public as 
to its use and desirability (this could 
even be done through cooking and 
instruction demonstrations in stores), 
the shopper would have more know- 
ledge of the use of the spice and be 
willing to use it. The housewife is 
anxious to get away from the same- 
old tasting meals, as long as they can 
do it with little effort and time. 

These observations may not agree 
with the merchandiser and his pet 
theories, but it is the way a woman 
thinks, and whether it is logical, or 
illogical thinking, it will prove pro- 
fitable to those who heed the way 
a woman thinks! 
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TODAY’S BUYING DECISIONS 





UNPLANNED PURCHASES: 
ON THE UPGRADE 


1949 
33.4%, 


TODAY 
30.5%, (about 


the same) 
(trend 
is down) 
(moving 
upward) 
(¢ rena 
is up) 


1954 
SPECIFICALLY 
PLANNED 


29.2%, 
GENERALLY . ° 
PLANNED 21.0% | 15.9%, 


SUBSTITUTED 15%, | 1.8% | 2.7% 





26.7%, 








UNPLANNED 38.4%, 








48.0%, | 50.9%, 











Completely unplanned, “spontaneous” purchases are taking a 
larger and larger share of today’s supermarket shopping accord- 
ing to a new survey of consumer buying habits recently released 
by the DuPont Company. 

Among total buying decisions made in the store, which the 
survey found at the same high level that a similar survey docu- 
mented five years ago, these unplanned purchases now account 
for 73.3 percent. In 1954, they amounted to 67.6 percent, and 
ten years ago they represented less than 60 percent of all store 
decisions. 

Of the entire number of items that end up in the family 
market basket, resulting from both home and store decisions, 
unplanned purchases now account for slightly more than one-half. 

In beverages, 63 percent of all purchases resulted from a store 
decision. The purchase most often decided at home before reach- 
ing the store was fresh, whole poultry. Coffee ran next with six 
out of 10 buying decisions made before leaving home. However, 
three of the remaining four coffee purchases were decided upon 
at the store as a result of spontaneous buying decisions. 

Overall findings of the DuPont survey indicated: 

1. Supermarket Business is Growing. 

In the past five years, the number of stores has increased 39 
percent from 21,440 supermarkets in 1954 to an estimated 29,900 
today. The number of items stocked has increased nearly 30 per- 
cent with the average large supermarket handling over 6,000 
items and some of the giants more than 8,000 different items. 

2. Unplanned Purchases Are On The Increase. 

Unplanned purchases account for 50.9 percent of all purchases 


as compared to 38.4 percent ten years ago. 


Of all buying decisions made inside the store (generally plan- 
ned, substituted and unplanned) unplanned purchases account 
for 73.3 percent! Shoppers are continuing to make most of their 
buying decisions after entering the store. 

3. The Shopper is Depending on The Supermarket For More 

and More Items She Needs. 

This is supported by the fact she is spending 50 percent more 
time in the supermarket (27 minutes per trip against 18 minutes 
five years ago) and has increased the number of items purchased. 
There is evidence that the supermarket has become her “shopping 
center” rather than just a food store. 

4, The Best Answer to Growing Volume And Profit. 

Increased competition for the shopper's ‘food store’ dollar 
points to the need for more aggressive selling, better “in-store” 
promotions and improved packaging. These things will help 
influence the shopper's “store decisions”. 
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P.C.C.A.'s Conventions—chronology of achievement 
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Pebble Beach, California— May, 
1951 
E. F. Hoelter, of Hills Brothers 
Coffee, named president A 
note of confidence is sounded at 
convention as the trade finds it 
self in a better condition to 
meet problems 
with intent of O.P.S. to protect 
value of American dollar in 


( ooperation 


world trade suggested 


Pebble Beach, California— May, 

1952 
Walter O. Granicher elected 
president. Convention probes 
costs, market trends. hears 
speech on improvement of 
restaurant brews. Change in 
PCCA constitution allows Na- 
bob Foods, Ltd. Vancouver 
membership. Effort by ware- 
houses to raise coffee storage 
rates by 20 percent fought, old 


rates retained 


Pebble Beach, California—May, 
1953 
Peter Folger of J. A. Folger 
and Co., elected president, The 
era of expanding coffee supply 
and increasing coffee consump- 
tion ts debated. Instant coffee 
consumption increases during 
year, from seven percent in 
1950 to 20 percent in 1953. 
PAACB's manager, C. G. Lind- 
say outlines ‘coffee break’ cam 
paign, indicates idea has been 
worth millions to the industry. 
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LUTTE) 


20 


e Pebble Beach, California—May, 


1954 
Oswald L. Granicher elected 
president. Convention — asks 
for high power industry public 
relations drive to guard cof- 
fee volume. Speeches on ef- 
fect of high prices on consumer, 
the dangers of reduced con- 
sumption because of this, and 
the competition of other bever- 


ages. 


Pebble Beach, California— May, 
1955 
E. L. Shaw of Hill's Brothers 
Coffee elected chief executive 
officer. Again convention con- 
siders volume of coffee sold and 
effects of lowered prices and 
falling consumption, ‘Restore 
coffee drinking to normal levels, 
and surpluses will disappear, 
with prices stabilized at levels 
acceptable to the grower, the 
roaster, and the ultimate con- 


sumer.” 


Pebble Beach, California—May, 
1956 

Gene Heathcote elected presi- 
dent. NCA president McKier- 
nan offers as solution to coffee 
surplus an intensified cam- 
paign of promotion to offset a 
decline in coffee drinking since 
1940. Government participa- 
tion in international coffee pact 
not considered the solution. 
Promotion ts uppermost. 


BRAZILS 


SANTOS » PARANAGUA « ANGRA « RIO DE JANEIRO 


¢ Pebble Beach, California—May, 


1957 

E. M. Manning, Jr., of Mann- 
ing’s, Inc., the new president. 
Free coffee flow, stepped-up 
promotion urged by assembled 
members. ‘Let's Start think- 
ing a play-ahead” the keynote 
of convention. Thinking of 
members is that more planning 
must be done to meet future 
problems. 


Pebble Beach, California— May, 
1958 

Weldon H. Emigh named chief 
executive officer of association. 
Trade views on international 
Coffee Agreement aired at con- 
vention. Opposition stressed 
towards “any governmental 
or quasi-governmental agencies 
which would tend to interfere 
in the free, unrestricted flow of 
green coffee supplies from the 
country of origin to this sec- 
tion.” 


Pebble Beach, California—May, 
1959 
Reuben W. Hill, III, vice presi- 
dent of Hills Brothers Coffee 
elected president. The con- 
vention hears a call for the uni- 
fication of the coffee industry to 
solve surplus problems. Surplus 
and marketing of product 
dominated session throughout. 


PCCA - LAS VEGAS - 1960 


“COFFEE AND TEA INDUSTRIES” 
full report on this year's convention 
activities, its business sessions and so- 
cial activities will appear in an inform- 
ative June issue. 7 


CENTRAL AMERICANS 


COSTA RICA « GUATEMALA « NICARAGUA « SALVADOR 


COLOMBIANS 


MEDELLIN « ARMENIA + MANIZALES + SEVILLA * GIRARDOT 
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B. F. Gump Co. 
1325 S. Cicero Avenue 
Chicago 50, Illinois 
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Soluble Coffee Reflects 
The Roasting Behind It! 





Modern extraction methods depend on properly processed coffee cleaned, 
roasted and ground by modern equipment. 


ONLY BURNS offers you complete equipment from dumping the green coffee 
to loading the extractors. 

ONLY BURNS offers you simplified, uncomplicated automation. 

ONLY BURNS offers you continuous roasting capacities from 3000 to 9000 
pounds per hour of green coffee. 

ONLY BURNS offers you full planning, engineering, and design service when 
and where you need them! 


AND SONS, INC. 
NEW YORK CHICAGO IN SAN FRANCISCO 
DALLAS SAN FRANCISCO Tempo-Vane Mfg. Co. 


ENGINEERS , 
330 First Street 
600 WEST 43rd STREET « NEW YORK 36, N. Y. San Francisco 5, Cal. 
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The coffee you’d drink 


if you owned all the coffee in the world 


Outdoor Advertising — a pictorial review 


By RALPH GLOCKLER, O 


Come home oe! 


Folger used successful “teaser campaign 
throughout Pacafic Coast area. ‘Come home, 
Joe" poster appeared for ten day period. 


After initial use of "teaser poster, above, 
Folger followed up with billboard picturing 
Joe hurrying home to company's new instant. 


SG 


7on11-NEW TRSTANT FOLGER COFFEE 


) 
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In recent years, coffee roasters in all sections of the 
country have shown a marked inclination toward greater 
use of the standardized forms of outdoor advertising as a 
basic backdrop for their sales promotion and advertising 
programs, 

This trend has been largely influenced, we believe, by 
two factors: First and foremost is the growing intensity 
of competition throughout the food and beverage in- 
dustries for bigger volume sales and a larger share of the 
spendable consumer food dollar. A vital aspect of this 
competitive struggle is the battle for shelf space in modern 
self-service markets which now account for 85 
percent of total food store sales. 

By achieving distribution in the nation’s 44,500 largest 
stores, A. C. Nielsen Company points out, it 1s possible 
to expose your product to 70 percent of total food store 


super 


sales. Twenty years ago, it would have taken 112,000 
stores to accomplish these same results. 

With 6,000 to 8,000 products available in many stores, 
and a rising flood of new products coming into the mar- 
ket, it has become increasingly difficult to obtain in-store 
display support for an individual brand. 

These facts of food marketing today—concentration of 
retail sales through fewer, larger, self-service stores; com- 
petition for shelf space from more and more products, and 
lack of in-store display support—are among the many 
reasons food and beverage manufacturers find it profitable 
to promote their products more aggressively with the con- 
sumer and to place more emphasis upon advertising to tell 


the story of these promotions. In this way, they strive to 
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stimulate the mass consumer demand and rapid shelf 
movement which enables them to achieve and maintain 
distribution. 

For many coffee roasters, as for others in the food and 
beverage field, these conditions doubtless have sparked 
more acute awareness of advertising’s importance and 
have led to searching investigation of the merits of 
various advertising media. 

The second factor which we believe, hopefully, has ex- 
erted some influence on the recently emerging prominence 
of outdoor advertising in the overall advertising efforts of 
the coffee industry has been the factual information con- 
cerning this not-too-widely-understood medium featured 
in Coffee and Tea Industries (February 1960 and Febru- 
ary 1959). 

The standardized forms of outdoor advertising are the 
printed 24-sheet poster displayed on structures known as 
poster panels, which measure 12’ x 25’, and the hand-painted 
bulletin displays, of which there are several standard size 
structures, the most common measuring 15’ by 50’ overall. 
Standardization of outdoor advertising structures, it’s 
worth noting, makes the medium more flexible and more 
ecnomical for the advertiser. For example, one outdoor 
poster design, prepared to uniform size specifications, can 
be mass-printed for multiple display in one market area or 
in many markets across the country. Similarly, painted 
bulletin advertising can be used with greater ease and 
economy when original art is designed to uniform speci- 
fications for reproduction at one or many locations in 
one or many markets. 

The article in the February 1960 issue of Coffee and Tea 
Industries (page 14) spells out the advantages and values 
claimed for Standardized outdoor advertising in promoting 
the sale and distribution of coffee or tea brands. Here we 
get down to cases with pictorial review of outdoor adver 
tising campaigns, recent or current. The accompanying 
picture spread shows posters and painted bulletins used 
in many of the outdoor advertising programs described be- 
low. Information concerning the examples cited came from 
two sources—from Outdoor Advertising Incorporated, the 
national sales organization for the outdoor advertising 
medium, and through Outdoor Advertising Association of 
America, Inc., from a number of companies operating the 
outdoor advertising service in various cities and towns. This 
sampling reflects a variety of outdoor advertising techniques 
and copy treatments employed by some of the best known 
national brands and also by a number of local brands whose 
distribution is limited to one market or region. 

Borden Company's rich roast instant coffee was intro- 
duced to leading New England markets in late 1955 with 
heavy 24-sheet poster advertising support. 

Boyd Coffee Company, Portland, Oregon, chose outdoor 
posters as the keystone of its 1956 advertising campaign 
in Portland and Seattle aimed at establishing distribution and 
building retail sales. Formerly Boyd’s coffee had been 
sold exclusively to restaurants and hotels in the Northwest. 
Showalter Lynch advertising agency, reporting excellent 
results from the outdoor campaign, said this medium alone 
“offered a unique opportunity to establish both product 
identity and individuality. We felt that in this day of 
point-of-sale purchase, the opportunity to show the con- 
tainer in full color was of prime importance.’ Pictured 
is one of Boyd's 1959 posters. 

Butter-Nut Coffee. Omaha, Neb., a brand previously es- 


(Continued on page 25) 


MANNING'S uses posters featuring old time engravings 
for greatest impact in its advertising on the West Coast. 


Seog 


coffee 





GRIFFIN GROCERY CO., used services of one of the coun- 


try's foremost illustrators for its series of poster art. 


news for you 


INSTANT 
1eO 


IN RUTTER-NUT COFFEE 
BUTTER-NUT COFFEE, Omaha, Nebr., was introduced in 


northern California market with series of “high-intensity” 
posters. 


« 


atshsjamelal=te| for flavor 


M.J.B CO., of San Francisco has scheduled series of in- 


stant posters for 1960 in major Pacific Coast consumer mar- 
kets. 


STEWART'S initiated campaign in 1958 stressing western 
theme paintings created by noted western artist Charles 


Lassell. 





3 
Ns 


| 


WSS 

7° were -* -. ‘ 

mes ae e #2 : [ 
q 


Wp 


S 


SS \ Ny 


~ 
~~ 2e 





Y 
DRIN 


Y/ 


N 


S 
\ 


Y// 


PREFER: IMPORT: BUY 


\ 


Wb Yl 
27 — LISBO 


Yj 


N 


<= 
— 
ie] 


YY 


: 


ABOVERDE-S.TOME-TIM 
KPOSITION 


We 





Y 


» 
W 
\N 


Yl 


JUNTA DE EX 


























outdoor advertising 


(Continued from page 23) 





tablished in Southern California, was introduced in North- 
ern California markets in 1959 with a multi-media adver- 
tising campaign. The outdoor portion of the 1959 pro- 
gram included high intensity poster showings for three 
months beginning in September. In 1960, February post- 
ings for Butternut’s Instant were scheduled in major Pacific 
Coast markets (San Francisco Bay Area, Los Angeles-Long 
Beach, Seattle-Tacoma, Portland-Eugene, Phoenix-Tucson, 
Fresno, and Sacramento). Throughout April this year, 
Butternut poster showings in Seattle-Tacoma and Portland- 
Eugene areas continue as part of the introductory campaign 
in the Northwest. 

Founded in 1922, Community Coffee Company, Inc., 
Baton Rouge, La., has sin-e effectively advertised its 
products outdoors. Now under contract with various out- 
door companies operating in Louisiana are 38 painted bulle- 
tins for Community Coffee located along most of the main 
highways in the State. 

Outdoor is considered to be essential by officials of the 
Community Coffee Company, because of the tremendous 
amount of time potential customers spend in automobiles. 
Also, they feel, when the housewife is en route to her favor- 
ite shopping place, a final reminder by outdoor advertising 
often clinches the sale of Community brand brew type or 


instant coffee. 


Over the years, Community has progressively added to 
the number of painted bulletins in its program, because of 
the medium’s demonstrated effectiveness. Newspapers, 
television and point-of-purchase materials are also used ex- 
tensively. 

El Delito (Gulf City Coffee Co., Pensacola, Fla.) made 
impressive sales improvement when owner George D. Hol- 
land took his advertising agency's recommendation to throw 
his entire advertising budget into a three-month schedule 
of No. 100 poster showings in order to meet local compe- 
tition from many leading national brands. 

For the past several years, J. A. Folger G Co., Kansas 
City, has maintained a continuing schedule of painted 
bulletins at strategic points on principal highways in the 
six western states of Califorina, Oregon, Washington, Utah, 
Idaho and Arizona. The bulletins feature 19-foot tall, 
full-color cutouts of the Folger’s coffee can and Folger’s In- 
stant Coffee jar. Another feature of these displays, which 
has made them a familiar and welcome sight to the motoring 
public, is the bull’s-eye showing driving time to the next 
town. 

Folger’s also successfully employs the teaser poster tech- 
nique when it goes after sales and distribution in large 
metropolitan markets. The ‘‘come home, Joe'’ poster had 
Californians guessing when it was first used in 1958. 
Last year, the little man did it again in major markets in 
Washington and Oregon. The teaser message stays up for 
about ten days, then it’s covered with the ‘‘pay-off’’ poster 
which shows Joe hurrying home “'to All-New Instant Fol- 

(Continued on page 26) 
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gers Coffee.” Here's more of Folger’s program. 

Folger’s entered the Chicago market early in 1959 with 
in intensive all-media campaign that assigned a major role 
The teaser copy “I will bring a 


to poster advertising 
Captain Folger’ appeared with satu- 


Mountain to Chicago 
ration effect on 344 poster panels (double the normal No. 
LOO showing) Partial denouement week later 
when the line reading “because Chicago needs a good cup 
of Coffee!” was added to the posters. The following month, 
posters with full product identification, the can in full 
color with the text ‘'Folger's Coffee—lIt’s Mountain Grown,” 
Within 90 days after the cam- 
Chi- 


came a 


replaced the teaser COpy 
paign broke, Folger’s became a sales leader in the 
cago market 

In its first major outdoor campaign a few years ago, 
Griffin Grocery Company, Muskogee, Oklahoma, leading 
Southwest food processor, used 12-month No, 100 poster 
showings in all Griffin markets plus painted bulletin rotary 
coverage in the larger key markets. The campaign featured 
different Griffin products each month—coffee, tea, jelly, 
syrup, ete 

With the objective of building consumer demand for 
Griffin products as a high quality brand, the advertiser se- 
cured the services of one of the country’s foremost food i] 
lustrators, Lyman Simpson, to produce its poster and painted 
bulletin designs 

With many locations on the approaches to grocery out- 


lets, Griffin aimed at influencing the trade as well as the 


mass consumer market. 

Griffin salesmen merchandised the campaign with month- 
ly mailings of postcard reproductions of the current poster, 
plus larger reproductions for window and in-store use. 

Griffin's spectacular rotary cutout bulletins in Dallas, 
Oklahoma City, and Tulsa, in addition to the poster show- 
ings, were designed to dominate these markets and build 
prestige for the Griffin line. In each city the bulletins 
were rotated to a new high-traffic location every 60 days 
so that over a year's time every high traffic point in the 
market was covered. 

Introducing a new roasting process in Kansas City 
(Missouri and Kansas), Golden Wedding Coffee (Certified 
Brands, Inc.) last spring used a saturation (No. 200) 
poster showing to back an intensive premium promotion 
through more than 1000 retail outlets. Measurable re- 
sults indicated the poster-premium formula worked most 
effectively, according to Roy Plant, President, Certified 
Brands, Inc. Besides introducing the new process, the cam- 
paign aimed at strengthening image identification of Golden 
Wedding Coffee, a product long established in the Mid- 
west 

[88 Coffee (Cuban Coffee Mills, Shreveport, La.) has 
been a frequent outdoor advertiser in the Shreveport-Bossier 
City market since 1954. Prior to that time, says Mrs, Norma 
Robinson Tinsley of Cuban Coffee Mills, “our overall ad- 
vertising was on some sort of a hit-or-miss basis and we 
were unable to trace any particular benefits or direct re- 
sults. However, our outdoor program has not only shown 
us an increase in sales, but has very definitely changed the 
buying habits of many coffee drinkers.” 


(Continued on page 28) 
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TODAY, 


SUPERMARKETS 
WANT TO ELIMINATE 
GRINDER DELAY... 


MOVE BAGGED COFFEE 


FASTER 


rs 


Meet the demand with pre-ground coffee 


in extra protective “K" ‘cellophane-lined bags 


Why you will sell supermarkets more 
bagged pre-ground coffee. Because 
pre-ground coffee ends customer de- 
lay, spillage and waste. It ends pilfer- 
age from unsealed bags and provides 
selling space instead of grinder space. 
This means supermarkets sell more 
coffee faster, make more profit when 
they sell bagged pre-ground coffee. 
This means they’1l want to stock more 
of your coffee. 


Why “K”"’ cellophane-lined bags? Be- 
cause new “‘K”’ cellophane gives cof- 
fee extra protection . . . locks in the 
just-ground freshness and flavor people 
want. “‘K”’ cellophane is tough. Tests 
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prove it can take rough shipping and 
handling. Yet, with all their advan- 
tages, coffee bags with new “‘K”’ cello- 
phane liners are economical. 

So profit from the supermarket trend 
to pre-ground bagged coffee by using 
“‘K” cellophane-lined bags. See your 
bag supplier or, for more facts, fill out 
the coupon below and mail it today. 


QU PONY 


"€6. us. pat OFF 
BETTER THINGS FOR BETTER LIVING 
« » « THROUGH CHEMISTRY 


KEPT 
FRESH IN 


foot 


YOUR 

YOURS FREE! |S 
+90 te Snae | 

4-PageBooklet,“ANew | @, 
Bag Liner for Coffee’ “~~ / 
E. I. du Pont de Nemours & Co. (Inc.) 
Converter Sales, Film Department 
Nemours Building 
Wilmington 98, Delaware 


Please send me my free copy of Du Pont’s 
booklet, ‘A New Bag Liner for Coffee.’”’ 


Name. 





Firm 





Street 





City 





State. 
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Mrs. Tinsley says further: ‘Through these large, colorful 
posters we are able to get across to the public not only a 
strong appetite appeal for our coffee, but to help keep 
established our attractive package for easy identification at 
the retail grocery stores 

We firmly believe that Outdoor Advertising is a medium 
through which the public has been educated to buy with 
confidence, and it certainly places us in a category with the 
large advertisers, even though our operations are not quite 
as big as some of our competitors.’ 

|G Coffee Company has used outdoor advertising since 
1926 when the firm moved its plant from Morristown to 
Knoxville, Tenn 
tin, the company gradually added more painted bulletins 
to cover all important traffic arteries leading to downtown 
Knoxville. Business grew rapidly, the firm expanded its 
production facilities, went into the making of peanut butter, 
salad dressing, and mayonnaise, and spread its business 
throughout Tennessee and into Kentucky, Virginia, West 
Virginia, North and South Carolina and Georgia. Year 
after year, JFG maintained a continuing outdoor advertising 
program that included both painted bulletins and_ poster 


Starting with one neonized painted bulle- 


advertising throughout its marketing region, At a_na- 
tional conference of the Outdoor Advertising Association 
letter was read in which 
the JFG 


of America a tew 
Floyd P 


Coffee Company, said 


years ago, a 


Goodson, President and founder of 


You probably know how very important I consider out 


U. S. & Canadian Representative — JOHN SHEFFMAN, INC. 
152 West 42nd Street, New York 36, N. Y. — Phone: 


PROBAT-WERKE - EMMERICH/WEST GERMANY 


Cable: PROBAT 


door advertising; it takes one-third of all my appropriation. 
The other two-thirds are spread out to include other type 
signs, newspapers, radio, television and many other media 
that we use from time to time.” 

Luziane Coffee (William B. Reily Co.) is currently using 
a number of painted bulletin boards in the New Orleans, 
La, market. This firm has used painted bulletins con- 
tinuously and poster advertising on an intermittent basis 
over the past 15 years. Poster showings have sometimes tied 
in with premium promotions, such as bath towels and 
stockings; on these occasions, consumer response was ter- 
rific, reports the Reily Co. 

M. J. B Company, San Francisco, Calif. has scheduled 
poster campaigns for 1960 in major Pacific Coast markets. 
April poster showings in California advertised “flash dried” 
Instant M.J.B as part of a campaign involving other media 
and a coupon deal. 

Manning's Coffee “stands its ground” with posters like 
old-time engravings for its outdoor advertising on the West 
Coast. Manning's first poster program recently covered 
areas as widespread as Portland, Sacramento, and San Ber- 
nardino. Seattle was covered in April and leading Califor- 
nia markets are scheduled for posting later this year. 

For its Jomar Instant brand, Martinson’s Coffee, Inc., 
maintains a continuing outdoor advertising schedule of 
painted bulletins located at high-spot locations covering key 
arterial highways and principal railroads in the New York 
Metropolitan and Northern New Jersey area. A_ public 
service feature on these displays is a big clock. The Jomar 
jar is featured as a huge cutout. The display pictured is 
in Paramus, New Jersey, between two of the largest re- 
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The UNIVERSAL Roaster 


This smartly styled roaster 
is suited to the individual 
shop, the large super- 
market or the laboratory. 
Available in two sizes: 35 
and 50 pounds per charge, 
with up to four roasts per 
hour. 


Constructed with all the 
improvements and advan- 
tages of the “EXPRESSO” 
4) | series. 


Wisconsin 7-5649 
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gional shopping centers in the East, Bergen Mall and 
Garden State Plaza, where there are four supermarkets oper- 
ated by Grand Union, Safeway, Penn Fruit, and Food Fair. 

Since its introduction in 1953, Jomar has climbed steadily 
in sales to become the leading regional instant coffee in its 
market. 

When Martinson’s used poster advertising for the first 
time in 1958 to promote its regular coffee, extra measures 
were taken to make a resounding trade impression. For two 
weeks preceding the start of the campaign in key New York 
and Connecticut markets, Martinson ran a teaser poster 
showing merely a small cup of coffee with the caption, 
“Don’t Settle for Flat Coffee.” Just before the full cam- 
paign started, Martinson representatives joined with local 
outdoor company officials to tour each market in trucks 
especially equipped with the new poster in full size on both 
sides. The poster trucks pulled up at the retail store, 
and after the Martinson team told the store manager about 
the forthcoming poster campaign, they invited him out for 
a “preview” of the new poster. 











iF Recipe for good will... 


... Boyd Coffee Co., Portland, Ore., coffee packers 
recently offered to redeem lids from its packaged 
instant and regular coffees. The difference was 
that the redemption offer was made to any of 
3,000 non-profit groups in its Pacific Northwest 
marketing area. The offer made a lot of friends! 





“The dramatic proportions of these truck-mounted pos- 
ters,” said David North, Martinson’s Advertising Man- 
ager, “have the shock and selling power to stimulate the 
enthusiasm of our important trade people. We capitalize 
on this dramatic contact by supplying managers and deal- 
ers with colorful but simplified descriptions of the forth- 
coming campaign, and how it reaches the mass consumer 
group in each market.” Said Robert Misch, of Al Paul 
Lefton Co., Inc., the Martinson Agency, “The combina- 
tion of a well-thought out campaign, with a strong grass 
roots merchandising program, enables our outdoor pro- 
gram to start at full speed.” 

Maryland Club Coffee introduced its products to Minne- 
sota last year in an all-media campaign in which outdoor 
poster advertising played an important part. Excellent 
results were reported. 

Nestle Company's Nescafe combined a No. 100 poster 
showing in the Los Angeles-Long Beach Metropolitan 
Market during April 1959 with a ‘12¢ off” introductory 
price promotion. Other media also backed the promotion. 

Immense popularity of TV “westerns’’ triggered a western 
theme for an outdoor advertising campaign for Stewarts 
Private Blend Coffee initiated in November 1958 with poster 
showings in ten markets in and around the Chicago metro- 
politan area. Stewarts commissioned Charles Lassell, the 
noted Western artist, to create the series of posters. Many 
of Mr. Lassell’s paintings have been cover subjects for 
The Saturday Evening Post. 

In Detroit, Mich., White House Coffee has been advertis- 
ing to the outdoor audience for more than ten years. 
The bulletin pictured, as usual with the big hand-painted 

(Continued on page 30) 
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displays, is located at a choice spot where trafhc is heavily 
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You will find ATLANTIC 
to be a sure, safe, de- 
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Coffee Bags—-plain, stock 
design or private design. 
May we send samples 
and quote on your 


requirements? 
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concentrated, 

White Swan Company of Fort Worth, Texas, advertises 
outdoors the year-around with eight big 10’ x 50’ painted 
bulletins in the Fort Worth and Dallas markets. During 
the summer months, five of the displays advertise White 
Swan iced tea, while three advertise White Swan Coffee. 
All units carry White Swan Coffee messages during the 
winter. 


Luke Soules, Vice-President and Sales Manager of White 
Swan, comments: “White Swan Coffee through its adver- 
tising agency, Jack T. Holmes and Associates, depends on 
outdoor to gain a maximum amount of brand impressions 
at a minimum cost. It is of paramount importance today, 
to insure that every potential consumer be thoroughly 
familiar with package design . . . we feel that outdoor 
does this best.”’ 

Iced coffee was promoted by Maryland Club Coffee (divis- 
ion of Duncan Coffee Co.) with No. 100 poster showings 
during two summer months of 1959 in Corpus Christi, 
Also in Corpus Christi last year, Admiration Coffee 
(also a division of Duncan Coffee Co.) advertised instant 
coffee with No. 100 poster showings for two months. 
Yarborough Coffee (Cain Coffee Co., Oklahoma City) used 
a No. 100 poster showing in Corpus Christi in announcing 
a new dated package brought out in October 1959. 


Texas. 


In San Antonio, Texas, poster advertisers of recent years 
include Folgers Coffee, Admiration Coffee, Lipton Tea, 
and Tea Council of America. 

Many food retailers, both independents and chains, 
often feature their private brands of coffee in their out- 


door advertising programs. 
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".,. AND | WANT THE COFFEE A BLEND OF MOCHA, JAVA, 
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SAVE COFFEE AND LABOR 


choose your coffee filling equipment 
to suit the job 
from this complete line of 


BAR-NUN equipment 


For limited volume packaging: 
Extreme weighing accuracy of 
the Bar-Nun “Auto-Check” Net 
Weigher stops costly overweights 

. can save enough in coffee alone 
to pay for the weigher within a 
year. And even this manually 
operated weigher speeds up the 
packaging process, through fast, 
dependable operation and _ the 
accurate “check - weigh” feature. 
Models to weigh from 1/4 ounce 
to 5 pounds, ground or bean coffee, For high-speed can or jar packaging: 
into any type of container. 
New Series 100 Bar-Nun Can Lines 
maintain heavy production schedules 
with minimum — supervision. Labor 
economies . . . plus assurance of pack- 
aging on schedule . . . plus coffee 
savings through extreme accuracy and 
dense, “‘no spill” packing . . . make 
possible a real reduction in packaging 
costs. Models for up to 200 containers 
a minute, 


If you pack 3500 or more bags a day: 


In addition to a savings in overweights, you may make a 
reduction of one-third to one-half in labor costs, with a 
Bar-Nun Automatic Bag Feeder, Opener and Weigher. Takes 
only about half of one operator's time to produce 26 to 30 
bags a minute . . . automatically fed, opened, held, weigh- 
filled, and ejected. Steady, mechanical operation sets and 
maintains a dependable packaging rate, hour after hour. 
Models for up to 5-pound bags. 


Cut your packaging costs with the right Bar-Nun model. Ask our packaging 
engineers for recommendations on your specific requirements, without obligation. 


- F. G YU RA P Cc © = 1312S. Cicero Avenue, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘‘AUTO-CHECK’’ NET WEIGHERS » BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
3 | 











@ FINANCE 


a system for increasing output and profit without 


adding to your capital expenditure. .. . 


equipment 
leasing 


n 


By ROBERT SHERIDAN 


Coffee and tea producers—and the food processing in- 
lustry as a whole—are leasing more equipment now than 
ever before. Last year food producers of all types leased 
approximately $25.8 million worth of production equip- 
ment; processors accounted for $10.1 million of this total; 
coffee and tea producers about $2.3 million. 

This is long-term leasing, for three years or more, and 
not short-term rental of equipment. These totals do 
not include cars, trucks, real estate, or railroad rolling 
stock. Equipment being leased includes everything used 
by coffee and tea producers, such as packaging machinery, 
materials handling equipment, office machines and data 
processing equipment, control equipment, all types ot 
production equipment, office furniture, air conditioning, 
roasters, pulverizers, dust collectors, and much more. 

It may well be asked: is this upsurge in leasing the 
result of a “gimmick?” Are sober businessmen falling 
for a fad that will fade as quickly as it bloomed ? 

Not in the food processing industry and not in any 
other industry. Coffee and tea producers have turned to 
leasing because it offers them a way to increase output and 
increase profits without increasing capital expenditure. 

Working capital is tight in the coffee and tea industry, 
while the cost of new equipment is steadily increasing. 
For the typical producer, inventory represents almost 100 
per cent of net working capital, which means that liquid 
cash is very tight. At the same time, accounts receivable 
are staying out longer and longer, increasing the squeeze 
on the producer's working capital. Meanwhile, the cost 
of fixed assets, which already represent almost 60 per cent 
of the typical producer's net worth, keeps rising. 

The problem for the coffee and tea producer resolves 
itself into finding a way to hold costs down by moderniza- 
tion while expanding to increase sales—in the midst of a 
situation which prevents him from accumulating the liquid 
working capital to finance such growth and moderniza- 
tion. This is where leasing has helped some producers. 
It has enabled them to carry out their projects without 


Typical of the processing, handling and capital expenditure, while writing off the costs as operat- 
packaging equipment which may be leased F 

by the coffee or jea processor are the 
items pictured above. Leasing offers way This is in line with the experience of other business- 
to increase output without increasing capital 
expenditure. 
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Who said 


“money 
doesn’t grow 


on trees”? 


There’s a LEMON-TEA TREE in your future. 
For sales appeal, for profit appeal: 


here’s the season’s winning combination: 


ICED TEA 
and LEMON 
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A refreshing opportu- 
nity for LIFE readers! 
A chance to win $10,000 
in prizes, just for get- 
ting next to the perfect 
summer refresher: Iced 
Tea and Sunkist lemon! 
Look at those tall, spar- 
kling glasses! This 
beautiful 4-color, 2- 
page spread makes ’em 
look so real, readers will 
practically taste the re- 
freshing flavor! 


a promotion designed 


Peter mm we ew eww wwe > 








Treat yourself to the coolest summer ever 


ICED TEA and L 


Win the *10,000 in prizes 
on this LEMON-TEA TREE 


Which statements are true 
in the entry blank below? 


Fill in, clip, and mail today 


OFFICIAL ENTRY BLANK 
Place checks (~) in front of the correct statements about the Lemon-Tee Tree. 


CO) There is @ lemon on # tork 
There 18 @ lemon on @ spoon 


There is # tea container on the Lemon-Tes Tree. 
ate of lemons on the Lemon- Yee Tree. 
There is # lemon on a dog 
() There is # lemon on # shoe 
() There's # lemon on a ticket 
There 1s # lemon 
There is # lemon 
There is # lemon 
0) There 1s 8 lemon oF 
) There is # lemon on a landing net 


re 1s 8 lemon on an anchor 
A Pointer is facing a crate of lemons. 
Mail te: LEMON-TEA TREE, Box 711, Merion, Ohie 
1 enclose the box top (or @ jar label) from my fovorite brand 
of tea, of the word Sunkist from the peel of o Surkist lemon. 
Neme 


Total number of 
statements checked is 


ne 


Ratrios mort be postmartod be 
‘Avgwet 20, 1960 


Address 


TOP WINNER GETS ALL THE PRIZES ON THE TREE... 


$4,000 cash — Valiant ®V .100 4-door sedan —Thompson 16-ft Lapstrake 

Sea-Coaster Special-Mercury 45 hp Merc 400 outboard motor with 

electric starting and single-lever remote controls —Two round -tnip 

tickets to Paris—76- piece set Heirloom Sterling by Oneida Silversmiths 

(your choice of 7 patterns) —Pedigreed dog - English bicycle—5 poun: 

special blend of world’s finest teas — Plus the other prizes on the 
n-Tea Tree. Value of top winner's prizes exceeds $10,000. 


NEXT 10 WINNERS, $100 EACH 
Bie oh writeto Lamon tance Bos 4, 


Marion Ohio |one per reques 
Person who submits te tho bast eutry wine 
Vereone 


Follow these easy rules: 
1. Check on Officxal Entry Blank each cor 
anon Ten Tree 
marks and put total 


end recer 
ane 31, 1980 suncerst 
4. Note the Lamon-Tes Tree carefully. an Smt spines of thought, No farther pron! 
" / of purchase req 


® Any resi Fey = the 


Rater to Webmier s New 

tionary, 2nd Edition, Unsbridg 

5. Enter as often as oe 

must be on Offical E ence relating to this contest will be en 

‘ toe Decisions of final For 

tat of winners sands stomped colt addrened 
“ entry 





Here’s an easy, fun-filled contest 
that’ll have the tea-lovin’, tea- 
drinkin’ folks sharpening their 
pencils. 
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ES 
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Just to make sure everyone knows 
about the LIFE ad, and will look 
for the in-store displays, we’re run- 
ning pre-promotion newspaper ads 
from one side of the country to the 
other. These ads will run first on 
June 16 in 51 major markets. 
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to put more and more 
on ice for you! 





...with 


Cool off with some of this long, cool drinkin’. 
Puts out a thirst without filling you up. 
Cool sips of iced tea laced with fresh Sunkist lemon. 
Can't you just taste it, now? 


(Wouldn't your family love some, tonight?) 


Why don’t you have 
Iced Tea and Lemon 
more often! 


This ad will 
run June 27. 








On July 7th the promotion gets a 
shot-in-the-arm with another hard- 
hitting newspaper ad in the same 
51 markets. e’re making sure 
everybody has a chance to get in 
on this great contest. 
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This is the complete package, the 
hottest (coolest) Iced Tea promo- 
tion in history. 


This is on top of a 10-week satura- 
tion radio spot campaign by the 
Tea Council to cover our top 29 
markets with the brightest song on 
the air... 








The Iced Tea Song 
") 


Why —_ you have Iced Tea more ox 


will be beamed at the BIG family audience at the BEST 
time from 3:30 to 6:30 P.M. to the Tea Council's heavy 
concentration of radio spots—telling and selling the Iced 
Tea theme—''Why don't you have Iced Tea more often?”’ 


day after day, week after week. 


Saturation Sure-Sell 
Radio Spots in 
29 Major Markets! 


For 1960, the Tea Council’s ICED TEA Radio campaign will 
run in the same 29 markets which were used last year. 


The 29 markets are: 
ATLANTA LOUISVILLE 
BALTIMORE MEMPHIS 
BIRMINGHAM MIAMI 
BOSTON NEW ORLEANS 
BUFFALO NEW YORK 
CHARLOTTE NORFOLK 
CHICAGO PHILADELPHIA 
CINCINNATI PITTSBURGH 
CLEVELAND PROVIDENCE 
DALLAS-FT. WORTH RICHMOND 
DETROIT SAN ANTONIO 
GREENSBORO SAN DIEGO 
HOUSTON ST. LOUIS 
INDIANAPOLIS WASHINGTON 
LOS ANGELES 


tea council of the U.S.A., Inc. 16 East 56th St., New York 22, N. Y. 
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Guest editor, P. C. Irwin, Jr., 
president of the Tea Association 
of the U.S.A., Inc. discusses 
tea's role as an important world 
commodity .. . 


“tea on threshold of new era” 


The tea industry today stands on the 
threshold of a new era—one in which con 
sumption and sales are expected to con- 
tinue their climb to new record heights 
and one in which tea’s position as a world 
commodity will take on added significance. 

Last June, it will be recalled, the tea 
industry sponsored a “day” in the nation’s 
capital officially designated “Tea Time, 
U.S.A.” by a proclamation of the District 
of Columbia Board of Commissioners. 
The event, which was capped by the larg- 
est tea party ever held for Washington 
and international dignitaries, brought the 


importance of tea as a major dollar earner — 


for producing countries into national 
prominence. 

Perhaps the remarks of Senator Hubert 
Humphrey in an address on the Senate 
floor several days preceding “Tea Time, 
U.S.A.” best described the vital role of 
the tea industry in world trade between 
the free nations. 

“Applying 20th century 
methods to the tea trade, a romantic in- 
dustry whose origins trace back thou- 
sands of years,” the Senator declared, the 


business 


tea industry has: “first, increased the 
number of dollars earned by the tea pro 
ducing nations of India, Ceylon and Indo- 
nesia; second, increased the prosperity of 
the tea trade and all concerned with it; 
third, proved an important person-to-per- 
son link for the building of good will and 
mutual understanding between business- 
men of Southeast Asia and businessmen 
of the United States; and fourth, helped 


repel Anti-American propaganda. 

“Taking recent history as a specific ex 
ample,” the Senator said, “for the years 
1947 to 1952 the total dollars earned by 
India, Ceylon and Indonesia from tea 
sales in the United States amounted to 
$222,500,000. From 1953 to 1958, the 
total dollars earned reached $287 ,600,000, 
an increase of $65,100,000.” 

This coming June, and the similarity of 
dates, I might add, is purely coincidental, 
the tea industry will take another giant 
step forward with the official opening of 
a U.S. Tea Center. 

In addition to centralizing the many 
trade and promotional functions of the 
tea industry, the Tea Center will provide 
us with the vehicle necessary to supply 
the American consumer, student, mer- 
chant and other interested people with a 
variety of product information and sug- 
gestions for using more tea more often. 

Through the techniques of display blue 
printed for the Center—both permanent 
and temporary—we will be in a position to 
effectively dramatize not only the roman 
tic history of tea, but also the many cul- 
tures of the producing countries and 
their legends about the product. 

Hence, the combined efforts of the in 
dustry augur well for the future of tea. 

In 1959, sales of tea in this country 
soared to an all-time high, exceeding the 
record of 1954 when artificial conditions 
resulted in sharply expanded tea consump- 
tion. For 1960, all signs point to a con 
tinuation of the uptrend. 
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who usually cite one or several of eight reasons 
they lease equipment 
Working capital is preserved 
Normal bank lines remain undisturbed. 
Equipment leasing offers virtually 1009 financing, 
as against a maximum of 75% or 809% through 
other methods 
Equipment is paid for out of before-tax earnings 
rather than after-tax profits 
Cost-cutting equipment can be installed immediate 
ly to strengthen competitive positions 
Tax-timing advantages may result. 
Leasing provides a hedge against inflation and rapid 
obsolescence of equipment 
Long-term financing ts obtained without diluting 
ownership or control 
Preservation of liquid working capital, so that it can 
be used to earn profits rather than be frozen in equipment, 
is the major reason food processors decide to lease 
The example of a medium-sized producer reveals the 


importance of this reason clearly. In its last fiscal year, 





How Leasing Works 


A company to lease 
a leasing firm and submits an application describing 
itself, its financial position, and naming the equip- 
The company selects the 


upplier it wishes and arranges whatever price i can 


uishing equipment contacts 


ment it wishex to obtain 
Ne vollale 

If the company quali fie s, the process of delivering 
the equipment starts the day the papers are signed. 
Lease payments start u hen the equipment has been 
delivered 

1. LENGTH OF TERMS: Leasing is long-term. 
Normally it ranges from three to 10 years, depending 
on the company and the size of the lease. Most 
leases fall between three and fit: Payments 
can be either monthly payments’ or tailored to any 
of the user and adjusted to any account- 

Renewal options are available for one 


years, 


pre ference 
ng system 
or more years 

2. COST: The cost is the original price of the 
equipment, plus a small leasing charge. The entire 
cost is paid in the original leasing term. Renewal 
options ave standard and are available at very low cost. 

3. TYPES OF EQUIPMENT: All types of equip- 
ment can be leased under a single master lease and 
covered by a single monthly lease payment. 

4. PURCHASE OPTIONS: Purchase options are 
available, but not recommended, according to Na- 
tionwide Leasing Company. The reason is that pur- 
chase options can be interpreted by the Internal Reve- 
nue De partment as converting a leasing agreement 
into a conditional sales contract. The effect of such 
an imterpretation is to cost the user the benefit of de- 
ducting his full leasing charges as an operating ex- 


pe nse. 
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the company showed an increase in sales of 15%. Its 
latest balance sheet shows current assets of $9,108,000 and 
current debt of $7,092,000, or a current ratio of 1.27:1. 

This company recently purchased a company in a new 
territory and it needed modern equipment for its new 
branch plant. After careful examination of alternatives, 
the company decided to lease about $60,000 worth of 
equipment. 

The overriding reason for the decision to lease was that 
purchase of equipment would reduce available liquid 
working capital. In its last published statement the com- 
pany showed that it had net working capital of $1,926,- 
000, Profits earned by this firm on net working capital 
were slightly less than the industry average—about 154; 
after taxes, or approximately 309% profit on net working 
capital before taxes. The industry average is about 14 
per cent after taxes, or 29 per cent before taxes. 

In other words, this company realized that every dollar 
it took away from its net liquid working capital to spend 
on equipment would cost 30 cents in before-tax profits 
that this net working capital could earn if used in pro- 
duction. In effect, then, the company would have sacri- 
ficed $18,000 in before-tax profits if it had purchased this 
And the first 


$60,000 worth of equipment, this is in 


year alone! 


THE GOST OF CASH 


This freeing of working capital for more profitable use 
is the nub of the special advantage offered by leasing. 

When a coffee producer acquires a piece of equipment, 
or several pieces totaling (say) $10,000 or any multiple 
thereof, the purchase cash must come from somewhere. 
If it comes from the company's own depreciation reserves 
plus an addition from working capital, that cash costs 
the company something. 

It is true that many firms do not regard this use of their 
own cash as costing them anything. This may be true if 
a company is sitting on surplus idle cash which it cannot 
employ profitably in the business, This is rare. Most 
companies in the coffee and tea industry suffer from the 


contrary disease: not enough cash to stretch over all the 
When a coffee producer takes part of his 
cash (from whatever fund it may be) and freezes that in 
fixed assets, that cash is removed from liquid working 
capital. Since profits are earned on liquid working capit- 
al, multiplied by annual turnover, any time a company 
cuts into its liquid cash, it cuts into its profit-making 


obligations. 


ability. 

There is no mystery about this; it is elementary account- 
ing. /hat all this boils down to is this: when a com- 
pany takes liquid cash out of its current funds and ties 
that up in fixed assets, the company pays exactly the be- 
fore-tax profit as the cost of employing that money for 
acquisition of equipment. 

(A complete study on the costs of equipment leasing, 
including full cost charts, has been published by the 
Foundation for Management Research, entitled ‘The Pros 
and Cons of Leasing.’ Single copies are available free to 
executives by writing to the Foundation at 121 West 
Adams Street, Chicago 3, Illinois.) 

Since, in essence, leasing is just another method of 
borrowing (fixed) capital for comparatively long term, 
a company has only to figure out (1) what it costs for 
company cash to be frozen in equipment, as against (2) 

(Continued on page 40) 
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to the Tea Trade 
since 1846 











Carter, Macy Company, Inc. 


37-41 Old Slip, New York 5, N. Y. 


MEMBER: TEA ASSOCIATION OF U.S.A. 
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SINCE 1871 ay (Continued from page 38) 


o whether it is cheaper to pay the leasing company to use 

IMPORTERS - its capital to acquire the equipment. 

‘ This is admittedly an oversimplification, but it is none- 

theless accurate. For companies which don't have spare 

BLENDERS } . . : ; 
~ cash to sink into equipment, use of the leasing company’s 


. ‘ cash proves a great boon, 


PACKERS 
RAPID WRITE-OFF 

Another advantage cited for leasing is the rapid write- 
off of equipment costs. For example, bagging machines 
WEDDLE TEA COMPANY have a depreciable life of 15 years under Schedule F. If 
leased for a five or seven-year period, the lease cost will 
108 WATER STREET, NEW YORK 5 be written off in that five or “ en-year period. The same 
is true for all equipment, whatever the estimated de- 

preciation period ts. 
With a background knowledge There is nothing underhanded about that procedure, 
or hazardous. If the lease is a genuine lease, unen- 
cumbered by unrealistic purchase options, the tax law and 


i seg é the Internal Revenue regulations permit the tax-payer 
Weddle Tea Company offers the dis- to deduct in full all lease payments which are “ordinary 


gained through many years of designing 


superbly effective tea packages 


criminating buyer the most com- and necessary” to the operation of the trade or business. 


plete line of specialty teas and packag- No ruling has ever contravened that point. 


ing available in the tea industry. 





IF How to perk up a dog... 


Even dogs are in the habit of getting hang- 
overs these days. The A.P. reports the case of an 
Nogales, Arizona, housewife whose pet is apparent- 
ly in the habit of an occasional nip. She reports 
that recently she had to snap him back to normal 


SCHA EFE R with a seltzer tablet and a drink of coffee. 


MEMBER—TEA ASSOCIATION OF THE U.S.A. 

















> Which means that bagging machines can be written off 
KLAUSSMANN in the lease period instead of the 15 years required by 
the government. This same advantage is not available if 
the equipment is purchased either for cash or on instal- 
ment. This is an acquisition of an asset, and in those 
Co. Inc. cases, the government depreciation schedules hold. 

mails This fast write-off means more cash flow from day to 
day, which is another advantage of leasing. It ts for that 
reason that so many major companies have taken to using 
leased equipment in the postwar period. And it is for 
(LLL UN the same reason that smaller companies are now beginn- 
ing to follow along the same path. 

How all this works might be illustrated from other 
cases in Nationwide Leasing Company’s files. One firm 
(offee Importers and Agents operates a number of plants and is headed by an able 

‘ and aggressive management. Recently, the company 
acquired a subsidiary in a new territory, which promised 
to add still more to the firm’s income and its history of 
_ mae : increased sales. Modernizing the new facilities, however, 
AHLAVUIUOUUUOVHAVLNUIAUOLUAUULUULYULUVUUEAUOUUOUSOAUUAULUULULLATOAAUTU UHL EC Se YRS equipment, oihihe actually increasing 
the company’s need for liquid working capital to handle 
increased expenditures for labor, materials, and other 














operations. 

° 99 WALL STREET, NEW YORK 5, NEW YORK For this company also, the primary reason for leasing 

was to augment its strained working capital. This pre- 
(Continued on page 43) 
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A typical nursery in the interior 
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United States Representative 
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COMMERCE 


P.O. BOX 1399, ABIDJAN 
IVORY COAST, WEST AFRICA Circle 5-5780 


Overseas Community Division 


Commercial Counselor to the French Embassy 


610 Fifth Avenue, New York 20, N. Y. 
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HENRY P. THOMSON, INC. 


TEA IMPORTERS 


120 Wall Street 605 Third Street 
New York 5, N. Y. San Francisco, Calif. 


er: Tea Association of the U. S. A. 
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cise situation, however, bears particularly on one special 
aspect of industry financing which illustrates a specific ad- 
vantage offered only by leasing. 

As with any other coffee producer, short-term bank 
credit plays a vital role for this company. It depends on 
its bank lines to support its widespread accounts receiv- 
able, considerable material costs, payroll, and other costs 
that are part and parcel of operating a sizable business. 

The problems involved in expanding the sales of the 
new branch were: (1) if the company took cash from its 
working capital to purchase equipment for the expanded 
operations, this would be taking it away from other 
profitable operations, and (2) if it used its normal bank 
lines to finance equipment purchases, this would reduce the 
amount of short-term borrowing it could do to handie 
the company’s normal needs. And neither step would 
provide any additional working capital needed to carry 
on a larger operation. 

The company turned to leasing to answer its needs, 
starting in a modest way by leasing some new equipment 
for the branch. Then it added other equipment to the 
original master lease as part of a general program of ex- 
pansion and modernization. When this phase was com- 
pleted, some $65,000 worth of equipment was covered 





DF Comes the comrade... 


.. There's news from Russia that vending ma- 
chines are going great guns. Best value for the 
comrades, to date, is a shot of cologne at 15-kopecs 
the spray. Coffee or tea, yet to come, may be the 
greatest news since “Sputnik”. 





by a single lease and paid for by a single monthly pay- 
ment. The company’s bank lines were not affected, since 
only the lease payments for the current 12 months are 
carried on the balance sheet as liabilities (with the re- 
mainder footnoted), 

The next, and final step this company took was to 
negotiate a sale-leaseback agreement involving $110,000 
worth of equipment in operation at its main locations. 
Nationwide Leasing Company purchased this equipment at 
current market value and immediately leased it back to 
the company. As a result, this company today has the 
use of $175,000 worth of new and used equipment, it en- 
joys the increased income yielded by this equipment, it 
enjoys a favorable position insofar as production costs are 
concerned, and it has not impaired its short-term bank 
credit—all without the outlay of a dollar of liquid 


working capital. In fact, as a result of its sale-leaseback | 


agreement, it has improved its position in this respect. 
Other benefits accruing to this company as a result of 
this lease include: 
1. Expansion was made possible without dilution of 
ownership. 
Equipment will be paid for out of the before-tax 
earnings it produces. 
The company will deduct its full lease payments as 
operating expenses. 


(Continued on page 44) 
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Your Office 
in New Orleans 


Obviously, you cannot be in New 
Orleans to personally-supervise every 
shipment . . . so you select us to do 
it for you. We, in turn, provide the 
facilities and highly-trained personnel 
to give you the assurance that your 
shipments will be handled exactly as 
you want them to be. This, in effect, 
gives you an “Office in New Orleans.” 
Use it to FULL capacity—if there is 
anything we can do to enlarge our 


services to you, just ask us! 


S. JACKSON & SON, Inc. 


Shipping Representatives Since 1902 
P. O. Box 137, New Orleans 3, La. 


Every needed facility—plus common sense! 





ANDERSON. CLAYTON & CO. 
Cie Maren 


120 WALL STREET 220 FRONT STREET 
NEW YORK, N. Y. SAN FRANCISCO, CALIF. 


401 MAGAZINE STREET 
NEW ORLEANS, LA. 


ANDERSON, CLAYTON & CIA., Ltda. 
Coffee Exporters 


SANTOS © PARANAGUA @ RIO DE JANEIRO 
ANGRA Dos REIS @ VICTORIA 


2 
J. A. MEDINA COMPANY 
Division of Anderson, Clayton & Co., Inc 
Coffee Importers 


New York 
Mexico ¢ GUATEMALA @ EL SALVADOR 


os 
Agents in U.S.A., and Canada for 
A. ARISTIZABAL & CIA., Ltda. 


Coffee Exporters 
CALI, COLOMBIA 


ANDERSON, CLAYTON & CO., S.A. 
Coffee Exporters 
LIMA, PERU 








volcano’s 








... are one of the reasons why Guatemalan 
coffee has that extra fine taste and aroma. 
In addition to the basic elements 

that Nature provides, the coffee 

growers of Guatemala provide extra 

care to bring you the world’s finest 
coffees. That’s why more and more 

U. S. roasters are using Guatemalans 

in their blends. 

If you want your blend to have more 
flavor, aroma and mildness, join the 


switch to Guatemalans. 


Guatemala 
offee 


SB aveau 
I11 WALL STREET 
NEW YORK 5, N. Y. 


Telephone: 
BOwling Green 9-6616-7 
Cable: GUATCOFFEE 
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Another important advantage offered to businesses by 
leasing is that it provides a hedge against inflation, by per- 
mitting acquisition of cost-cutting equipment immediately 
and paying for it in depreciated dollars (thus also avoid- 
ing future increases in the cost of equipment). 

For other processing concerns, the controls on manage- 
ment imposed by banks and institutional lenders are often 
not only onerous, but may result in defeating the purpose 
of the loan. One processor in the southwest, for example, 
recently sought to finance the purchase of some $60,000 
worth of equipment for a processing plant, which was 
needed to increase the output to satisfy a greater demand 
for the product. The financing institution, however, 
sought to restrict expansion of the company’s operation 
until the new equipment was paid for. This would have 
defeated the purpose of the loan. This company there- 
upon leased the equipment and was able to put it to work 
immediately to pay for itself out of earnings. 

These are some of the ways equipment leasing has help- 
ed a number of processing companies—and many other 
solve problems that are becoming more and 
more typical in our changing economy. As with any tool, 
leasing fits certain situations, Where it fits can be deter- 
mined only by examination of a company’s liquid working 
capital position, its rate of profit on net working capital, 
its need for equipment, and the net cost of the several 
methods of financing available to the company. 


businesses 


Highway safety campaign 
planned for summer months 


“Coffee for safety” will again be a feature of highway 
campaigns planned for the summer months in both the 
United States and Canada. In an effort to reduce summer 
traffic fatalities, national, state and provincial safety di- 
rectors, police organizations and other official and private 
groups concerned with safe driving will urge all motorists 
to stay alert on long trips. Suggested to do the trick 
will be periodic “coffee breaks’. The Pan American 
Coffee Bureau will once again give its support to the 
campaign by providing printed material and assisting in 
publicity presentation. 

The Fraternal Order of Police, with 50,000 members in 
100 communities will distribute safety posters bearing the 
FOP imprint and reading ‘For Safety's Sake, Stop for a 
Coffee-Break”. These may be used as bumper strips or 
for display in store windows and other prominent places. 
In addition, through the cooperation of the Association of 
State and Provincial Safety Coordinators, several million 
Safety Suggestion Card” will be distributed 
to motorists. It includes a handy trip cost record as an 
inducement to drivers to keep the card with them and be 
repeatedly reminded of the suggestion to ‘stop every two 
hours for a coffee break.” 


copies of a 
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or tasted 


It seems only natural that Guatemala has 
two of nature’s greatest gifts — 

Lake Atitlan and mild, flavorful coffee. 
Anyone who has seen Lake Atitlan 

will never forget its scenic splendor. 
Anyone who has tasted Guatemalan coffee 
will come back for more of its fine flavor. 
That’s why increasing numbers of U. S. 
roasters are turning to Guatemalans— 

the world’s finest coffees. 

If you want mild, flavorful coffee 

in your blend, 


switch to Guatemalans. 


Bulletin #6 is available for distribution. If you have 
not as yet requested your copy, do so today. It’s free 
for the asking. 
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PHOTO COURTESY UNITED FRUIT CO. 


You’ve never seen such a beautiful lake— 
such wonderful coffee 


Giuatemala 


Coffee 
IB wreau 


111 WALL STREET 
NEW YORK 5, N. Y. 


Telephone: 
BOwling Green 9-6616-7 
Cable: GUATCOFFEE 





“Fact-Reference” Feature 


Coffee and Tea 
Patents...1959 


Part Two 


The concluding article in Coffee and Tea Industries annual rundown of patents ap- 
pears below. The listings enumerated, issued during the year 1959, are essentially 


concerned with tea. 


TEA LEAF CRUSHER 


William Angus Kerr, of Kenya Colony, invented an 
improved tea crushing apparatus in which the unbroken 
tea leaf is fed through a pair of neoprene or rubber rolls 
driven in opposite senses at different peripheral speeds; 
each of these rolls has a number of continuous circum- 
ferential flanges interdigitating with the flanges of the 
other roll, but not quite touching them. The crushed 
leaf is then fed to an oscillating inclined screen, (British, 
820,726, Sept. 23, 1959) 


TEA EXTRACTS 

To obtain a tea concentrate or powder having the 
aroma and flavor of freshly brewed tea but which does 
not produce clouding when mixed with cold water, Ed- 
ward Seltzer, Arthur J, Harriman, and Richard W. Hen- 
derson cool an aqueous solution of tea solids to 45-100°F., 
at which point separation of a part of the extracted solid 
material occurs. The solution is then centrifuged to re- 
move the solids and recover a clear solution of soluble 
(U.S. 2,891,865, assigned to Thomas J. Lipton, 
1959). 


tea solids. 
Inc., June 23, 


Charles W. Schroeder describes a process for making 
a tea extract, concentrate, or powder which will form a 
haze-free beverage when reconstituted with hard water. 
Liquid extract is treated with a non-toxic calcium salt, 
such as calcium chloride, to produce a precipitate in the 
solution. The solution is clarified by centrifugation. 
(U.S, 2,891,866, assigned to Thomas J. Lipton, Inc., June 
23, 1959). Mr. Schroeder also was granted a Canadian 
patent on this same method. (Canadian 576,682, assigned 
to Thomas J. Lipton, Inc., May 26, 1959). 


To prepare tea concentrates and powders, Edward Selt- 
zer and Frederick A. Saporito extract tea leaves in an 
equilibrium batchwise countercurrent process having two 
or three stages in which the fresh leaves are introduced 
at the initial stage and fresh water at the final stage. Sub- 
stantially all of the essential ingredients of the leaves 
(both the volatile aromas and the soluble solids respon- 
sible for favorable flavor and color) are recovered with- 
out excessive dilution of the extract, that is, with a high 
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concentration of soluble tea solids in the extract. (US. 
2,902,368, assigned to Thomas J. Lipton, Inc., Sept. 1, 
1959). 


Donald Wetherilt, of Switzerland, prepares an additive- 
free soluble powdered tea extract by countercurrent ex- 
traction of tea leves at 90-100°C. for 10 minutes or less. 
This rapid extraction prevents formation of a bitter taste 
in the product, yet is sufficient to extract most of the aro- 
matic and flavoring ingredients, such as the tea poly- 
phenols, the essential oil or oils, caffeine, etc. The ex- 
tract is steam stripped, concentrated, and evaporated. (U.S. 
2,912,334, assigned to Afico S.A., Nov. 10, 1959). 


Ramon Perech prepare an improved tea concentrate 
directly from the green leaves. A water extract of the 
green leaves is heated to 80-90°C. in contact with an 
oxygenous atmosphere for at least 1 hr., so that water- 
soluble constituents are oxidized. (Canadian 576,282, 
assigned to Transcontinental Development Co., May 19, 
1959). 


In a process for recovering from tea leaves all of the 
essential ingredients without excessive dilution of the ex- 
tract, Edward Seltzer and Frederick A. Saporito subject 
the leaves to a series of equilibrium batchwise extractions 
with countercurrent flow of leaves and water, using in any 
given cell the extract from a subsequent cell, and pro- 
gressively increasing the temperature of extraction from a 





How To Order Copies Of Patents In The English Language 


COFFEE AND TEA PATENTS FOR 1959 


Copies of United States patents may be purchased at 25¢ each 
from The Commissioner of Patents, Washington 25, D.C. Canadian 
patents are available at $1.00 each from Commissioner of Patents, 
Ottawa, Ont., Canada; British patents at 3 shillings 6 pence each 
from Comptroller, Sales Branch, The Patent Office, 25 Southampton 
Bldgs., London W. C. 2, England; and Australian patents at 5 
shillings each from Commissioner of Patents, Department of Patents, 
Canberra, Australia. 
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level not above 175°F. in the first cell to a level over 
200°F, in the last cell. The final extract has a concentra- 
tion of soluble tea solids of at least 2.5%, and can be 


treated to remove water and recover an extract that will | 
make a beverage having good aroma, color, and flavor. | 


(Canadian 587,621, assigned to Thomas J. Lipton, Inc., 
Nov. 24, 1959). 


Edward Seltzer and Frederick A. Saporito extract Ceylon | 


or South India black tea leaves by a countercurrent tech- 


nique, strain the extract, and feed the extract while still | 


hot to a single-pass stripper still. The dilute aroma is 


condensed and collected under such conditions under a | 
vacuum that escape of aroma to the vacuum source 1s 
minimized. A tea concentrate or powder having fresh- 
tea aroma and flavor is produced. (Canadian 589,271, | 


assigned to Thomas J. Lipton, Inc., Dec. 22, 1959). 


TEA PRESERVATION 


John Stuart Quartley and David Alexander Lindsay Seil- 
er preserve tea leaf by packing it in paper or other wrap- 


ping material which has been coated or impregnated with | 
benzoic acid. (Australian 218,153, assigned to Monsanto | 


Chemical Co., Nov. 5, 1958). 





BaF Coffee plus dividends... 


Good news came to thirty customers who walked 
into a newly opened Chock Full O’ Nuts restaurant 
in New York recently. They walked out as part- 
ners of the corporation since each received one full 
share of stock worth $43.25. The reason, they were 
the first 30 to enter the chain’s 30th restaurant. 





COFFEE PACKETS 


Instantaneous coffee beverage (Abraham Krasker, U.S. 
2,885,290, May 5, 1959). 


TEA BAGS 


Tea bag tags (Joseph De Mario, U.S. 2,879,613, Mar. 


31, 1959). 


Tea bag construction (Ernest C. Shaw, one-half assigned 


to Herman E. Krebs, U.S. 2,889,035, June 2, 1959). 


Infusion packages with improved loop handle suspen- | 
sion constructions (Hans O, Irmscher, assigned to Nation- | 


al Tea Packing Co., Inc., U.S. 2,891,867, June 23, 1959). 


Banded string handle infusion package assembly (Hans | 
O. Irmscher, assigned to National Tea Packing Co., Inc., 


U.S. 2,899,045, Aug. 11, 1959). 


Manufacture of packages with string handles and tags | 
(Hans O. Irmscher, assigned to National Tea Packing Co., | 


Inc., U.S. 2,913,860, Nov. 24, 1959). 


Tea bag device (Sydney R. Weston, one-half assigned to 
Harold le Weisbrodt, U.S. 2,918,373, Dec. 22, 1959). 


Manufacture of packages with string handles and tags | 
(Hans O. Irmscher, assigned to National Tea Packing | 


Co., Inc., Canadian 568,791, Jan. 13, 1959). 


Tea bag (Verris C. Wardell, Canadian 576,360, May 
26, 1959). 
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HERE... 


The important unseen ingredient is the 
broker who brings both together . 


For quality coffees that are the mark of 
both the fine tree and the fine cup of coffee 
the firm to call is . 


A. C. ISRAEL COMMODITY C0., Inc. 


95 Front St., New York WhHitehall 3-8700 
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A review of recent notes of interest to the coffee trade 


compiled from both AMERICAN and OVERSEAS sources. 


CENTRAL AMERICA: The 1959-60 Central Ameri- 
can coffee crop is estimated at 9.6 million bags, of which 
million is exportable. ¢ rops as large or larger than 


1958-59 are anticipated 


® ® Costa Rica: Expectations are that coffee yields are 
increasing as a result of improved management, use 
of heavier applications of fertilizers, and the incoming 
crops from new regions in the southern area of the 
state planted four years ago. The Ministry of Agri- 
culture estimates that the 1959-60 coffee crop will 
amount to a record of 915,000 bags. During the pre- 
vious season the total export of coffee stood at 760,000 


bays 


# # The Dominican Republic’s 1959-60 total coffee 
crop is estimated at 625,000 bags, with exportable of 
500,000 bags. This is the ‘on’ year in the usual ‘on 
and off year” production pattern in the Caribbean area. 
Haiti has a bumper crop. During the last quarter of 
1959 the National Coffee Office of Haiti began a new 
program for developing coffee, with particular regard 
to quality. 


® ® Growing conditions have been particularly favor- 
able this year in both El Salvador and Guatemala, 
where the crops turned out even better than indicated 
earlier. This season's crops in both countries set 


records. 


® ® Coffee production in Honduras has been rising in 
recent years, and a policy favoring intensive cultiva- 
tion to improve quality and yield is expected to be 
adopted. The coffee growers of Honduras recently 
met in Tegucigalpa to form a National Association of 
Coffee Growers. The major objectives are to (1) ne- 
gotiate agricultural loans, and (2) to improve the 
quality and to expand the quantity of exportable sup- 


pl ies of coffee 


# ® Nicaragua’s 1959-60 crop shows little change 
from 1958-59. The National Development Institute is 
continuing its technical and financial assistance to in- 


crease production per tree 


vice has changed its definition of “exportable produc- 
tion” for Brazil for the 1959-60 crop. Under the new 
definition, exportable production is defined as the dif- 
ference between total production and domestic con- 
sumption, the same as used for other countries. 


# ® Colombia’s 1959-60 total crop is estimated at 8 
million bags, with 7.2 million exportable. Trade 
sources indicate that the crop has been of high quality. 
Harvest of the “‘first-of-year” crop is expected to ex- 
tend through June. 

The Coffee Federation initiated a supervised credit 
program for Colombian Coffee growers in January. In 
addition to the lending of money the Federation is 
hiring extension agents to help coffee growers improve 
their farms. This includes practices to increase coffee 
production, development of substitute crops for coffee 
and the improvement of farm buildings. The primary 
theme of the agents will be to get growers to reduce 
their acreage of shade-grown coffee. It is expected 
conversion to sun-grown plantations will increase pro- 
duction efficiency. 
= ® Ecuador's 1959-60 coffee crop is expected to total 
550,000 bags, with 450,000 bags exportable. The de- 
cline from the 1958 figure of 505,266 bags was due to 
unseasonable rains in the coffee-producing province of 
Manabi. The government also announces that a rich 
new area for coffee and cocoa cultivation will be open- 
ed up when the Santo Domingo-Quevedo highway is 
completed. An exchange for coffee and cacao has been 
established in Guayayquil to work with producers and 
commission agents. 

# ® Peru’s coffee production has risen sharply in recent 
years, and has more than doubled since 1955, There 
has been a steady increase in the total area devoted to 
coffee, principally in the commercial coffee growing 
areas of Junia, Cuzco, Cajamarca, and Piura Depart- 
ments, 

# ® Venezuela’s coffee production for 1959-60 is esti- 
mated at 900,000 bags, with exportable production ex- 
pected to reach 500,000 bags. 


SOUTH AMERICA: Total 1959-60 coffee production 
in South America is now estimated at 52.6 million bags, 
including exportable production of 45.2 million, This 
compares wiih 1958-59 total production of 40.5 million 


AFRICA: The total 1959-60 coffee crop in Africa is 
now estimated at 11.4 million bags, with the estimate for 
exportable production being placed at 11 million, about 


: 10 percent larger than the 1958-59 crop. 
bags and exportable of 34.1 million. : 


# ® Brazil's 1959-60 is far exceeding early expecta- 
tions—especially in the state of Parana, Total produc- 
tions is now estimated at 42.5 million bags, with ex- 
portable at 36.5 million. In contrast to previous sea- 
sons, practically all of this season's crop will be regis- 
tered. For this reason, the Foreign Agricultural Ser- 


Good weather conditions have contributed to a 
larger 1959-60 production in Angola. Both the first 
and second flowering periods were ideal for setting 
the fruit. 


® ® Production of coffee in the Congo is estimated at 
1,816,667 bags (60 kilos) for the 1959-60 season. The 
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figure is presumed to include the figure for Ruanda- 
Urundi as well. The crop during the 1958-59 season 
was 1,850,000 bags of which 1,528,333 were exportable. 


# ® A somewhat smaller crop is expected for Ethiopia 
this year. However, the quality may be improved as 
the National Coffee Board is attempting to reduce 
substantially the moisture and impurity content of ship- 
ments from the crop. 


# & The 1959-60 coffee crop in French West Africa 
is expected to total 2,775,000 bags, with 2,700,000 bags 
exportable. The marketing season for the Ivory Coast 
othcially opened on November 30, 1959. This was 2 
months later than usual, therefore marketings may con- 
tinue through June or even into July. Favorable wea- 
ther with adequate rainfall during the 1959-60 grow- 
ing season has helped coffee trees recover from the 
drought damage during the 1958-59 season. 


# ® Kenya’s 1959-60 production is expected to be at 
about the same level as in 1958-59. The increasing im- 
portance of coffee production to Africans in Kenya 
can be illustrated by the rise in their acreage from 
1,735 acres in 1951 by 8,208 licensed African growers 
to 23,146 acres by 83,452 licensed growers by mid-1958. 


# ® Total coffee production in Tanganyika in 1959-60 
is estimated at 425,000 bags, with mild coffee produc- 
tion showing an increase over 1958-59. 


=# ® The 1959-60 Uganda crop is estimated at 1,625,- 
000 bags total, with an exportable of 1,600,000 bags. 


= = Malgache Republic’s 1959-60 total crop is now 
estimated at 800,000 bags, with exportable at 700,000 
bags. The trees have recovered better than expected 
after the March 1959 cyclones. 

Togo’s 1959-60 coffee crop is expected to be down 
from the relatively large 1958-59 output. Tighter con- 
trols over producers and purchases are expected to im- 
prove quality this season. 

Asia and Oceania: Asia's and Oceania’s total cof- 
fee production in 1959-60 is expected to amount to 
2,522,000 bags, with exportable at 1,410,000 bags. 

Indonesia’s 1959-60 total crop is estimated at 1.2 
million bags, with exportable placed at 1.0 million. 
The area on estates in 1959 was about the same as in 
1958 or approximately 100,000 acres. 

The 1959-60 coffee crop in the Philippines is now 
estimated at 225,000 bags, up from 180,000 in 1958-59. 
All of the production is expected to be domestically 
consumed, but import requirements will probably de- 
cline to 25,000 bags. 

Small quantities of Robusta are being planted in 
Laos, where a total of about 20,000 bags may be pro- 
duced next year, The production of Arabica had been 
slightly more than this even 10 years ago, but pests 
and civil disturbance reduced the crop to less than half 
of the total production, 
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Grand and Ruby Avenue ¢ Palisades Park, N. J. 


S. A. SCHONBRUNN & CO., INC. 


New York Office: 106 Front St., N. Y. 5, N. Y. 
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| one of the ten lowest. Other items among the preference 


east 


Army issues food 
preferences publication 


The Quartermaster Food and Container Institute for the 
Armed Forces has issued a publication, ‘Food Preferences 
of Men in the United States Armed Forces.’ Based on 
a substaatial survey and analysis of the food likes and dis- 
likes of the armed forces the study brings forth some in- 
teresting indications of the preferences of the G. I. relative 


| to coffee and tea. 


“Beverages are one of the highest rating classes, being 
exceeded only by Breads and Desserts. All of the fruit 
beverages are above the 50th centile and only three of the 


| other beverages fall below that point. This class also has 


the greatest range of variation, 4.45 scale points between 
the preference champions, fresh milk, and iced coffee, 


leaders are frozen orange juice, lemonade, and chocolate 


| milk. 


Some interesting relationships emerge from the data on 
the three kinds of tea. Iced tea is definitely better liked 
than Aot tea, and when the words with lemon and sugar 
are added to iced tea, the rating goes up appreciably. Ap- 
parently the additional words succeeded in arousing a clearer, 


| hence more pleasant flavor image for many respondents. 


Backgound effects were tabulated for Aot tea and iced tea. 
Both vary importantly on education and length of service, 
although the trend is definitely increasing only for ‘ced 
fea. Both items show important regional variation, and an 
interesting reversal appears. Hor fea is high in the North- 
and low in the South Central areas while for iced 
tea these areas are reversed. This emphasizes the greater im- 
portance of the tall, cold drink in hot climates. 

Just as with iced tea, adding a qualifier to coffee changes 
the response. Coffee rates 6.61 and hot coffee rates 7.42, 
even though usually both names apply to the same item. 
Iced coffee, though, appears to be a distinctly different 
item. It rates 3.27 scale points lower than hot coffee and, 
while the latter shows an increase in preference with age. 
iced coffee shows no effect with age but a definite de- 
crease with /ength of service. The strong regional effect 
on iced coffee is the opposite of that for iced tea. Evidently 
what popularity ‘ced coffee has as a cool summer drink is 
in New England where it can compete with ced tea, but, 
in the South, high preference for iced tea tends to exclude 
the less-liked iced coffee to an even greater extent. 

Similarly, it is apparent that the respondents consider 
soluble coffee as a different entity than simply coffee or 
hot coffee. It rates 5.16—considerably lower than both. 
There is evidence that this disparity is due entirely to atti- 
tudes, presumably the belief that soluble coffee is a sub- 
stitute product and therefore inferior. Taste tests conducted 
by the Field Evaluation Agency over a period of years, 
using groups of soldiers as subjects, have consistently shown 
that most soluble coffees are liked as well as or better than 
the regular Army brewed coffee when the factor of know- 
ledge is eliminated. Yet, in attitude studies, the soldiers 
continue to express dislike for it. The data in Table 8.2 
were obtained in Survey 8 in 1954. A repeat survey in 
1958 showed no change in relative preference for the two 
products.” 
and The Flavor 
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Tea Council boosts 
summer tea campaign 


Last month “Coffee and Tea Industries” reported on 
the impressive plans of the Tea Council of America in its 
summer iced tea promotion. That report basically describ- 
ed advertising which will be featured in “Life’’ in that 
publication's issue on June 27. Also described was the 
Council's plan for spot advertising on television in some 
29 major markets for tea. 

But the Council has even more up its sleeve by way of 
inducing the consumer that tea is “¢he’’ summer drink. In 
addition to a steady flow of material to grocery and insti- 
tutional trade publications—reaching the people who have 
to sell tea—the Council has blueprinted an ambitious 
consumer publicity program for iced tea. 

Efforts will be directed to at 
allied columns which are circulated by such syndicates 
as Associated Press, United Press International, King 
Features, Newspaper Enterprise Association, etc., to 
thousands of newspapers across the country. All copy 
will stress quantity preparation of iced tea so that it 
will be available at all times. 

Other basic techniques to publicize iced tea by the 
pitcherful or iced tea by the picnic jugful include a 
clipsheet containing 12 photo-features which will be mail- 
ed directly to 4,000 metropolitan, urban and rural news- 
papers; scripts for 1,200 radio stations and 174 television 
stations; a cooperative tie-in program with 65 nationally 


least twelve food and 


known food companies, and major features with recipes 
geared for national magazines. 

Special Tea-V kits to stimulate interest in making tea 
by the pitcherful or picnic jugful are scheduled to reach 
television programs in all key markets. Copy for these 
kits also will emphasize the convenience in preparing 
large quantities (one gallon) of iced tea, and the ad- 
vantages of having a pitcherful or jugful on hand. 


Port of Houston records 
volume year for coffee 


Green coffee reached the United States via the Port of 
Houston in record amounts during the year 1959. 

According to authoriative reports green coffee was the 
most valuable import received through the Texas facilities 
during the year. Total amounted to 2,088,000 bags with 
a value of $103-million. The heavy gain in volume was 
felt by the three roasters in the Houston area, Duncan, 
Folgers and Maxwell House, all of whom have increased 
facilities. 

Eighty-five percent of the coffee received in the port 
were from Latin American sources, with Colombia the 
leading nation. The 1959 increase through the port 
places Houston in the position of being the third largest 
coffee importing area in the country. New York is first 
in standing with 12-million bags during 1959, New Or- 
leans second with 3,804,00 bags, and San Francisco, fourth 
with 1,996,444 bags. 





AMERICA’S DEPENDABLE 
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Coffee expansion hailed at 
Pan American Union Coffee Day 


“The decade of the Sixties will bring the greatest expan- 
sion of world coffee markets ever experienced,” a gather- 
ing of diplomats and visitors was told recently in the 
colorful patio of the Pan American Union as Coffee Day 
was proclaimed throughout the Western Hemisphere. 

Following the proclamation, delivered by Organization 
of American States Vice Chairman, Lic. Celeo Davila and 
which stressed the vital role played by coffee in inter- 
American trade, the promising outlook for Latin America’s 
cotfee-growing countries was detailed by Gorge Canavati, 
Vice President of the Pan-American Coffee Bureau and U. S. 
representative of the Mexican Coffee Institute. 

“In the United States alone, which even now consumes 
as much coffee as the rest of the world combined, it is 
estimated that consumption can be doubled in the next 
twenty years,” Mr. Canavati said. In addition, he pointed 
to recent favorable developments in various new markets. 

“Coffee is making inroads in such widely separated 
areas as Japan and England, which only yesterday were 
classified as non-coffee drinking,” he said. “A revitalized 
and prosperous Western Europe once again has taken up 
the custom of coffee drinking with gusto, the main impe- 
diment to greater consumption being the high and, in some 
instances, almost prohibitive taxes levied on the commodity. 
It is hoped that with patience and persistence a reduction 


in these imposts can be brought about.” Furthermore, he 


pointed out that more than half of the world’s people have 
never experienced the pleasure of coffee drinking. 

But the potential of the future can only be realized as 
present problems are overcome by the producing countries, 
Mr. Canavati reminded the gathering. The coffee-growing 
countries, which depend so heavily on the income they re- 
ceive from exports of the commodity, are also important 
customers of the coffee-consuming countries, notably the 
United States. When dollar income of the producing 
countries drops, their power to purchase United States 
goods drops as well. “An apparently insignificant drop of 
one cent per pound in the world market represents a loss 
to the coffee-producing countries of $55 million annually,” 
Mr. Canavati said. 

Recent moves to stabilize world markets have met, he 
stated, with great success. “Seventeen of the world’s coffee- 
producing countries have joined in the International Coffee 
Agreement, which provides the machinery for an orderly 
marketing of their coffee, and for bringing a large de- 
gree of stability to the world coffee market. Thirty-three 
countries, both producing and importing, are included in 
the Coffee Study Group, which is studying the long-term 
problems of the coffee industry. For the first time in his- 
tory, the disparate elements that make up the coffee in- 
dustry have come together to work for the common good. 

“Thus,” Mr. Canavati concluded, “this Coffee Day might 
well be said to be ushering in a new era of progress, the 
benefits of which could be incalculable to the future vigor 
of international trade.” 
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“Juan Valdez” receives 
a deserved award 


The advertising campaign for coffee of Colombia has | 


been awarded a citation for effective advertising by “Edi- 


tor and Publisher,” oldest publisher's and advertisers’ | 


newspaper in America. 

Recipients of the citation were Andres Uribe, U. S. 
representative of the National Federation of Coffee 
Growers of Colombia, and Leonard L. Press, account of 
Doyle, Dane, Bernbach, Inc., the agency creating the series. 

An article in Editor & Publisher's issue of April 16 
listed the following as some of the accomplishments of 
the campaign in its initial stages: 1. The tremendous 
interest stirred up among roasters and retail stores in 


upgrading coffee; 2. Recognition of Juan Valdez as the | 


“Colombian coffee man’ by New York consumers after 


the five large-space ads in the series appeared in four | 


of the city’s dailies; 3. Maxwell House Coffee's salutation 
of the campaign which appeared in advertising for the 


grocery trade press; 4. The fact that a midwest firm is 
planning introduction of a new all-Colombian brand | 
and indication that another will shortly introduce a pre- | 
mium blend with a high percentage of beans from Colom- | 


bia. 
Although the United States has long been the largest 
purchaser of Colombian coffee, this is the first time the 


Federation has advertised in this country. An appropri- | 


ation of $1-million will be spent during 1960. 


Norway instant imports 


no longer licensed 


Instant coffee may now enter Norway without an im- | 
port license according to information from the U.S, Em- | 


bassy in Oslo, 
the country required such a license. In addition the system 
of “joint imports” of green coffee has been discontinued. 


Since 1939 all green coffee has been imported into the | 
§ , | 
country solely by the Norwegian Wholesale Grocer's Im- 


port Committee. 
Private individual importers will now be permitted to 


import green coffee under validated licenses provided at | 
least 75 percent of the total imported in any one calen- | 
The Brazilian provision is made | 


der year is from Brazil. 
so that that country may earn sufficient foreign exchange 
to purchase products of the Norwegian fisheries, 


Lester Stockard dies; 
steamship owner 


Lester N. Stockard, 67, steamship owner died in Palm 
Beach on April 14. Stockard was president of the Stock- 
ard Steamship Corporation of N.Y., which owns and 
operates the U.S, flag Levant Line and is the agency for 
the Philippine National Lines and Ivaran Lines. 
dition he served as chairman of the board of the Stockard 
Shipping and Terminal Corporation. 

Named to succeed Stockard as president was John A. 
Wroldsen, and James J. Drew; Raymond Horgan; and 
Carl Pandorf, were elected directors and vice presidents 
of the organization. 
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DECAF 


the dreamiest coffee 


THE NESTLE COMPANY, INC. 


WHITE PLAINS, NEW YORK 


World's most experienced makers of 
instant coffee and other quality products 


Nescafé and Decaf are registered trademarks of The Nestié Company, Inc. 








Heretofore imports of instant coffee into | 


In ad- | 


FAST DEPENDABLE DELIVERY 


.-. of your mild coffees 
to United States markets... rely on 


UNITED FRUIT @ 
COMPANY 


Regular Sailings between 
GUATEMALA © NICARAGUA 
EL SALVADOR « COSTA RICA + HONDURAS 
and 


NEW ORLEANS © HOUSTON 


NEW YORK ¢ 


NEW YORK: 
Pier 3, North River 








NEW ORLEANS: 
321 St. Charles Ave. 











A SUMMARY OF INWARD -BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


ABBREVIATIONS FOR LINES 


Ah! Trans Car—A 
Alcoa—/ » Steamst 
Af-Pac—Afr Pe 
Am-Exp—America 
Am-Pres—America 
Am-Rep—Americar 
Am-W Afr—Amer 
B-Afr—Be Jar Af 
Barb-Wn—Barber 
Barb-Frn—Barber-Fer 
Barb-W Afr—Barbe 
Baron—Bs: r 
BI-Dia—B8 ack t 
Brodin—Brodin Line 
Carib—Caribbe 


Hoegh—Hoeagh Lines 
Hol-Pan—Holland-Pan-American Line 
Independence—/ndependence Line 
Isthmian—Isthmian Lines, Inc. 
JavPac—Java Pacific Line 

K Line—Kawasaki Kisen Kaisha, Ltd. 
Lawes—Lawes Shipping C r 
Lloyd—Lioyd Brasileir 

Lykes—L ykes Line 

Maersk—Maersk 

Mam—Mamer Line 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Par 
Norton—Norton Line 

PacFar—Pacif 


ABBREVIATIONS FOR PORTS 


At—Atlantic ports 


Ch—Chicago 
Chsn—Charlest 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf Ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Mo—Mobile 


Col— mt Pac-Rep—Pacif Ml—Montreal 
Cunard—t ebar Tae iasy: f PacTrans—Pacif ine Inc. NO—New Orleans 
Daido—Daide Line Pioneer—American Pioneer Line NY—New York 
Delta—Delta Line PTL—Pacific Transport Li ; NN—Newport News 
Dodero—Dodero Line R Neth—Royal Netherland Steamship C Nf—Norfolk ~ 
Eld-Dem—Elder Dempster Line Robin—Robin Line Pa—Philadelphia 
Ell-Buck—Ellerman & Bucknell S.! Scindia—Scindia Steam: Navigation Co., Ltd Po—Portland : 
eee PS—Puget Sound 

Farrell—Farrel! Line SCross—S ern Cr Line 

Sey-S C ' (Afric : Sa—Savannah 
Grace—Grace >ev-otars—Seven Stars Badbccd 0 Line $SD—San Dieg 
Granco—Grar rv 4 New Y Swed-Am—Swedish American Line SF—San Francisco 
Gulf—Gulf & South American Steamship C Torm—Torm Line Se—Seattle 
GWA—Gulf West Africa Line UFruit—United Fruit C St Jo—Saint John 


Hellenic—H: Wes-Lar—Westfal Larsen C Line Ta—Tacoma 


Hansa—Hansa Line Yamashita—Yamashita Line Va—Vancouver 


Ports and dates are subject to change, should exigencies require. Moreover, lines may scnedule sailings not shown in this schedule. 





More African coffee than ever is being imported by 

the U. S. And more of it, too, is being carried by Farrell 
Liners—pioneer in the development of American- 
African trade. The Farreil fleet, boasting 14 fast liners, 
is uniquely experienced to handle coffee cargo— 

from its special loading and stowing 

system, to scientific ventilation and control, 

to frequent at-sea inspection. In the increasing 
two-way American-African trade, 

cargo on the go goes Farrell—the 

only regularly-scheduled line 

linking America with all three 

African ocean coasts. 





WEST\AFRICA \ 
EAST AFRICA 


\ 
FARRELL LINES 


INCORPORATED 
’ *African coffee imports by the U. S. 26 Beaver Street ‘ 
>» amounted to $120 million in 1959— New York 4, N. Y. 


as compared to only $9 million in 1948. WHitehall 4-7460 


A major fleet under the American 
Flag, developing African trade 
exclusively for over 35 years. 
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ship sailings 





COFFEE BERTHS 5/31 Mormacowl Am-Rep - NY6/18 Bo6/21 Pa6/23 Ba6/25 
6/3  Mormacmail Am- Rep Jx6/21 NY6/25 B06/28 Pa6/30 Nf7/2 
Ba7/1 
6/9 Del Viento Deita N06/27 Ho7/1 
ABIDJAN 6/9 Mormacyork Am-Rep NY6/26 Bo6/29 Pa7/1 Ba7/3 
6/10 Freya Torm NY6/25 Bo6/29 Pa7/1 HR7/2 Ba7/5 
5/10 Vigrid Sev-Stars NY5/24 Bo5/26 Pa5/31 Ba6/2 Nf6/3 6/15 Mormactide Mormac  Ba7/2 Pa7/4_NY7/6 Bo7/9 MI7/13 
5/13 Tatra Am-WAfr USA5/31 6/15 Antonina Brodin Ba6/30 NY7/3 Pa7/4 Bo7/6 MI7/12 
5/13 Afr-Glen Farrell NY5/30 6/22 Del Campo Delta NO7/11 Ho7/15 
3/15 Del Sentes pag NO6/3 6/25 Alice Torm NY7/10 Bo7/13 Pa7/15 HR7/16 Ba7/19 
/18 Sulima Eld-Dem =NY6/4 6a6/7 6/30 Del Valle Delta NO7/18 Ho7/22 
/24 Afr Sun Farrell NY6/10 
/24_ Fernriver Am-WAfr USA6/15 
/1 — Swedru Eld-Dem NY6/26 Ba7/13 BARRIOS 


2 ~—s Afr Grove Farrell NY6/19 
5/10 Arctic Tern UF ruit NY5/17 


5 

5 

5 

6 

6 

6/2 Irima Bi-Dia NY6/21 

6/4 Cordoba Sev-Stars NY6/20 Bo6/23 Pa6/25 Ba6/27 Nf6/28 5/11 Majurka Mam Pa5/17 NY5/18 
6/10 Tana Am-WAfr USA6/30 5/13 Box Hill UFruit Ho5/19 NO05/22 
6/11 Del Rio Delta N06/28 5/17 Anita Bolten Carib Pa5/23 NY5/24 
6/23 Fernfiord Am-WAfr USA7/15 5/17 Arctic Gull UFruit NY5/24 

6/26 Del Aires Delta NO7/1l 5/24 Karl Christian Carib Pa5/31 NY6/1 
7/2 Bakala BI-Dia NY7/20 6/1 = Majurka Carib Pa6/7 NY6/8 
7/22 Del Santos Delta N08/7 


BUENAVENTURA 
ANGRA DOS REIS 
5/11 Banker Gulf Ho5/20 NO5/24 


5/12 Del Oro Delta N05/30 H06/3 Santa Rita Grace NY5/18 
5/15 Mormachawk Am-Rep NY5/31 Bo6/3 Pa6/5 Ba6/7 Nf6/8 / Manuel Mejia Granco Ba5/19 Pa5/20 NY5/21 
5/17 Nyland Brodin Ba6/2 NY6/4 Pa6/5 Bo6/7 MI6/11 / Cd de Ihague Granco Ho5/24 NO5/27 
5/20 Mormacreed Am-Rep Jx6/7 NY6/11 Bo6/13 Pa6/15 Ba6/16 Cd de Pasto Granco Ba5/26 Pa5/27 NY5/29 
5/24 Mormacwren Am- Rep Nf6/1l1 Ba6/12 Pa6/14 NY6/15 B06/18 Santa Mariana Grace LAS/30 SF6/1 PS6/9 
MI6/23 / Farmer Gulf Ho5/31 N06/4 
25 Nordanger Wes - Lar LA6/22 SF6/24 P06/30 Se7/2 Va7/3 / Santa Flavia Grace LA6/11 SF6/14 PS6/26 
26 Del Mundo Deita N06/13 Ho06/15 / Merchant Guif Ho6/1l1 N06/15 
30 Lia Brodin Ba6/15 NY6/17 Pa6/19 Bo6/21 MI6/25 Edwin Reith Granco Bo6/14 MI6/21 





TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS... FROM 


SOUTH AMERICA 
A Partner. PARANAGUA, SANTOS 


RIO DE JANEIRO, VICTORIA 


- of the Regular weekly sailings 
~ Coffee Indystry 
since 1919 


ola Lowe WEST AFRICA 


MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS ANGOLA, BELGIAN CONGO, 
eae ee a ae a CAMEROONS, IVORY COAST, 
; AND LIBERIA 


AGENTS: Direct | s 
ig 2 
RIO DE JANEIRO: DELTA LINE, INC. a =e — 
Rua Visconde Inhauma 134 a \ 
SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 

MATADI 

Phs. Van Ommeren (Congo) S$.C.R.L. 








ship sailings 





CORINTO DJIBOUTI 


5/13 Alida Gorthon NY5/24 6/3 Samarinda Nedlloyd NY6/26 LA7/14 SF7/18 Po7/23 Se7/28 
Va8/1 


24 El Salvador Ho6/3 N06/8 
31 Costa Rica NY6/12 7 Lombok Ned!loyd NY7/24 LA8/1l1 SF8/15 Po08/20 Se8/24 
Va8/29 


NY8/24 LA9/11 SF9/15 Po09/20 Se9/25 


CORTES 8/2 Sarangan Nediloyd 
Va9/29 


11 Arctic Tern UFruit NY5/17 
15 Anita Bolten Carib Pa5/23 NY5/24 
15 Box Hill UF rit Ho5/19 NO5/22 DOUALA 
5/18 Arctic Gul! UF ruit NY5/24 
5/22 Karl Christian Carib Pa5/31 NY6/1 Tatra Am-WAfr USA5/31 
5/29 Maiurka Carib Pa6/7 NY6/8 Afr Grove Farrell NY6/19 
Fernriver Am-WAfr USA6/15 
Cordoba Sev-Stars NY6/20 Bo6/23 Pa6/25 Ba6/27 Nf6/28 
CRISTOBAL 5 Tana Am-WAfr USA6/30 


6/11 Zephyr UFruit Fernfiord Am-WAfr NY7/15 


DAR es SALAAM EL SALVADOR 


Afr Star Farrell Bo6/14 NY6/16 Santa F sia LAS/21 SF5/23 PSS/28 
. anta Fe rac 

ae ae en eee ee Birgitte Torm NY5/24 Bo5/27 HR6/1 Ba6/3 Pa6/7 

Alice Torm NY7/10 Bo7/13 Pa7/15 HR7/16 Ba7/19 

Michigan French La6/3 SF6/8 Va6/13 Se6/16 P06/19 

Chili French LA6/14 SF6/17 Va6/23 Se6/26 P06/27 

Santa Flavia Grace LA6/11 SF6/14 PS6/26 

Freya Torm NY6/25 Bo6/29 Pa7/1 HR7/2 Ba7/5 

Alice Torm NY7/10 Bo7/13 Pa7/15 HR7/16 Ba7/19 


Samarinda Nediloyd NY6/26 LA7/14 SF7/18 


lrima BI-Dia NY6/21 

Afr Rainbow Farrell Bo6/25 NY6/27 

Afr Lightning Farrell Bo7/23 NY6/25 

Lombok Nediloyd NY7/24 LA8/11 SF8/15 Po8/12 


Kunishima Maru Baron Bo7/30 NY7/31 Pa8/4 Ba8 GUATEMALA 
Bakala BI-Dia NY7/20 
5 = Afr Planet Farrell Bo8/6 NY8/8 5/13 Santa Fe Grace LA5/21 SF5/23 PS5/28 
24° Sarangan Nedlloyd NY8 24 LAQ/11 SF9/15 Po09/20 Se9/z 28 Michigan French LA6/3 SF6/8 Va6/13 Se6/16 Po06/19 
y 8 Chili French LA6/14 SF6/17 Va6/23 Se6/26 P06/27 


BLOOMS 


THE NORTHERN PAN-AMERICA LINE A/S 


Serving The 


BRAZIL/U.S. GULF COFFEE TRADE 


With modern, large 18 knot vessels making 3 monthly sailings 
from Brazilian coffee ports to New Orleans and Houston. 


DANANDAAUUUUY 





General Agents ' 43 boat ° 
Oivind Lorentzen, Inc. SS ee 
New York 6, N. Y. . — 








COFFEE & TEA INDUSTRIES and The Flavor Field 








Let us carry that for you 


More than forty-five years’ experience in handling coffee. 

Regular sailings from the ports of BRASIL to U.S. EAST and WEST 
COAST ports via American Republics and Pacific Republics Lines; 
and from the ports of SOUTH and EAST AFRICA and INDIAN OCEAN 
ISLANDS to U.S. EAST COAST ports via Robin Line. 

American Flag Ships... fast, frequent and most dependable service. 


Tel: Digby 4-5000 


MOORE- “Mp CORMACK 


Two Broadway New York 4, N, Y. 





ship sailings 





GUAYAQUIL MATADI 

15 Afr Sun Farrell 
18 Afr Grove Farrell 
19 Tervaete B-Afr 
l Del Rio Deita 

2 Lusambo B-Afr 
16 Del Aires Delta 

12 Del Santos Delta 


5/12 Cd de Ibague Granco Ho5/24 N05/27 
5/16 Cd de Pasto Granco Ba5/26 Pa5/27 NY5/29 
6/3 Edwin Reith Granco Bo6/14 MI6/21 


LIBERTAD 
E! Salvador Ho6/3 N06/8 
Costa Rica NY6/12 MOMBASA 
5/21 Sakishima Maru Baron Bo6/26 NY6/27 Pa6/30 Ba7/1 Ho7/14 
UNION 
N07/18 

Alida Gorthon NYS/24 Afr Rainbow Farrell Bo6/25 NY6/27 
E! Salvador Ho6/3 N06/8 Samarinda Nedlloyd NY6/16 LA7/14 SF7/18 Po7/23 Se7/28 
Costa Rica NY6/12 Va8/1 

Afr Lightning Farrell Bo7/23 NY7/25 

Kunishima Maru Baron Bo7/30 NY7/31 Pa8/4 Ba8/5 


LIMON ; Lom bok Nedlloyd NY7/24 LA8/11 SF8/15 Po8/20 Se8/24 
Va8/29 


NSNAADDOUUU 


5/29 Zephyr UF ruit N06 16 Afr Planet Farrel! Bo8/6 NY8/8 
Sarangan Nediloyd NY8/24 LA9/11 SF9/15 Po09/20 Se9/25 


LOBITO ili 
5/21 Lusambo PARANAGUA 


Mormachawk NY5/31 Bo6/3 Pa6/5 Ba6/7 Nf6/8 
Nyland NY6/4 Ba6/2 Pa6/5 Bo6/7 MI6/11 
Trader NO5/31 H06/2 

Mormacreed Jx6/7 NY6/11 Bo6/13 Pa6/15 Ba6/16 
Del Mar N06/1 H06/8 

Canada NY6/6 

Gemma NY6/6 Bo6/9 Ba6/12 Pa6/14 

Cap Frio NY6/4 Bo6/7 Pa6/9 Ba6/10 


LUANDA 


13. Afr Sun Farrell NY6/10 
24 Afr Grove Farrell NY6/19 
Lusambo B-Afr NY6/17 
Dei Rio Delta N06/28 
Del Aires Delta N07/11 


De! Santos Delta N08/7 


AMIMRMIUuw uw 


\ 





“WOW! another JPHL fast freighter" 





JAVA PACIFIC 
& 
HOEGH LINES 


FAST — REGULAR 
MONTHLY SAILINGS 
from Colombo and Calcutta 
to: 

U. S. PACIFIC COAST PORTS 
and 
VANCOUVER 


NEW YORK 
Java Pacific Line, Inc. 
25 Broadway 


VANCOUVER 
Dingwall Cotts & Co., Ltd. 
2 West Hastings St. 


SAN FRANCISCO 
Transpacific Transportation Co. 
351 California Street 























COFFEE & TEA INDUSTRIES and The Flavor Field 





AM ER 1! 


Important ingredient in every cup of tea 


DEPENDABLE OCEAN TRANSPORT. You can’t make 
a good cup of tea without it! 

Tea is super-sensitive. Easily affected by moisture. 
Susceptible to foreign odors. From the time it’s 
picked, through the stages of drying, rolling, fer- 
menting and firing, sifting, grading and packing, 
tea demands the most careful handling. This care 
must be extended all the way to market across thou- 
sands of nautical miles. For this kind of care, depend 
on AMERICAN PRESIDENT LINES. 


C AN 


PRES I 


Aboard APL’s modern, 20-knot cargoliners, the 
tea is carried in clean, dehumidified ‘’tween-deck 
holds. Well protected against flavor-tainting odors. 

APL’s long experience in solving intricate shipping 
problems is at your disposal today. Put that experi- 
ence to work by making our facilities an integral 
part of your own distribution system. 

Whatever you ship, wherever it’s going, send it 
by AMERICAN PRESIDENT LINES-sthe line with the 
world on its schedule! 


DEN T Li 


OFFICES: NEW YORK, CHICAGO, LOS ANGELES, SAN FRANCISCO, SAN DIEGO, DETROIT, CLEVELAND, BALTIMORE, WASHINGTON, D.C., BOSTON, PHILADELPHIA, HAMPTON ROADS 


MAY, 


1960 


59 








HANSA LINE 


Dampfschifffahrts-Gesellschaft "HANSA" 


Bremen, Germany 


Regular Monthly Service 


PERSIAN GULF 
PAKISTAN 
RED SEA 
and 
MEDITERRANEAN 
PORTS 
to NORTH ATLANTIC & GULF PORTS 


General Agents 


F.W. HARTMANN & CO., INC. 


120 WALL STREET NEW YORK 5, N. Y. 


Cable Address: HANSAFAHRT Telephone 
TEX NEWYORK 2499 WHitehall 3-9790 
MNY 0244 Teletype N. Y. 1-1550 


Deutsche 


from 














An American Flag Freighter 
Every 10 Days 


from Buenaventura to 
Houston and New 
Orleans. Our regularly 
scheduled sailings, 
efficient cargo hand- 
ling and fast 

service can solve 

some of your 

green coffee 

inventory 

problems. 


GULF & 

SOUTH AMERICAN 
STEAMSHIP CO., INC. 
821 Gravier St. 

New Orleans 12, La. 


In other cities call 
Lykes or Grace 








w 


Vv 


rAVUUUUU uuu 


AAAAAAARAAAA OG 


Mormacrey 
Mormacwren 


Nordanger 
Del Munda 
Mormacowl 
Dara 

Lia 

Cabo S. Roque 
Mormacmail 
Del Norte 
Cap Bonavita 
Mormacguif 
Mormacyork 
De! Viento 
Phecda 
Freya 
Antonina 
Ravensberg 
Mormactide 
Del Sud 
Mormacsurf 
Dei Campo 
Cabo Orange 
Alice 

Erich- Schroeder 
De! Valle 


Pac-Rep 
Am-Rep 


Wes - Lar 
Delta 
Am- Rep 
Nopal 
Brodin 
Lioyd 
Am-Rep 
Delta 
Col 
Pac-Rep 
Am- Rep 
De'ta 
BI-Dia 
Torm 
Brodin 
Col 
Am-Rep 
Deita 
Pac-Rep 
Delta 
Lloyd 
Torm 
Col 
Delta 


RIO de JANEIRO 


5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
6 
5 


ANUUUUUY 


an 


6 


5 


6 
6 
6 
6 
6 
6 


Birgitte 
Guatemala 
Del Oro 
Mormacrey 
Mormachawk 
Trader 
Freya 
Nyland 

Del Mar 
Cap Frio 
Canada 
Mormacreed 
Mormacwren 


De! Mundo 
Mormacgulf 
Nordanger 
Dara 

Lia 

Cabo S. Roque 
Mormacowl 
Argentina 
Mormacmail 


Alice 
Mormacsurf 
Mormacyork 
Freya 
Mormactide 
Antonina 
Cabo Orange 
Alice 


SANTOS 


vViuwu Uw ul 


Guatemala 
Del Oro 

Cap Delgado 
Mormachawk 
Nyland 
Mcrmacrey 
Trader 

Del Mar 
Gemma 
Mormacreed 
Canada 
Freya 

Cap Frio 
Nordanger 
Mormacwren 


De! Mundo 
Dara 


& TEA 


Torm 
Lloyd 
Delta 
Pac-Rep 
Am-Rep 
Nopal 
Torm 
Brodin 
De'ta 
Col 
Lloyd 
Am-Rep 
Am-Rep 


Deita 
Pac-Rep 
Wes- Lar 
Nopal 
Brodin 
Lloyd 
Am-Rep 
Am- Rep 
Am-Re» 


Torm 
Pac-Rep 
Am- Rep 
Torm 
Am- Rep 
Brodin 
Lloyd 
Torm 


Lloyd 
Delta 
Col 

Am- Rep 
Brodin 
Pac-Rep 
Nopal 
Delta 
BI-Dia 
Am- Rep 
Lloyd 
Torm 
Col 
Wes-Lar 
Am-Rep 


Delta 
Nopal 


INDUSTRIES 


LA6/14 SF6/17 Va6/26 Se6/28 P06/30 

Nf6/11 Ba6/12 Pa6/14 NY6/15 B06/18 
MI6/23 

LA6/22 SF6/24 P06/30 Se7/2 Va7/3 

N06/13 Ho6/15 

NY6/18 Bo6/21 Pa6/23 Ba6/25 

N06/13 H06/16 

Ba6/15 NY6/17 Pa6/19 Bo6/21 MI6/25 

NY6/16 

Jx6/21 NY6/25 Bo6/28 Pa6/30 Ba7/1 Nf7/2 

N06/15 H06/22 

NY6/17 Pa6/19 Ba6/21 MI6/27 

LA6/28 SF7/1 Va7/10 Se7/12 Po7/14 

NY6/26 Bo6/29 Pa7/1 Nf7/3 

N06/27 Ho7/1 

NY6/27 Bo6/30 Ba7/3 Pa7/6 

NY6/28 Bo6/29 Pa7/1 HR7/4 Ba7/5 

Ba6/30 NY7/3 Pa7/4 Bo7/6 MI7/12 

NY6/29 Bo7/1 Pa7/3 Ba7/6 

Ba7/2 Pa7/4 NY7/6 Bo7/9 MI7/13 

N06/29 Ho7/6 

LA7/12 SF7/15 Va7/24 Se7/26 Po7/28 

NO7/11 Ho7/15 

N0O7/9 Ho7/14 

NY7/10 Bo7/13 HR7/15 Ba7/16 Ba7/19 

NY7/9 Bo7/12 Pa7/13 Ba7/14 

NO7/218 Ho7/22 


NY5/24 Bo5/27 HR6/1 Ba6/3 Pa6/7 

NY5/26 

N05/30 Ho6/3 

LA6/14 SF6/17 Va6/26 Se6/28 Po6/30 

NY5/31 Bo6/3 Pa6 5 Ba6/7 Nf6/8 

N05/31 Ho06/2 

NY6/25 Bo6/29 Pa7/1 HR7/2 Ba7/5 

Ba6/2 NY6/4 Pa6/5 Bo6/7 MI6/11 

N06/1 H06/8 

NY6/4 Bo6/7 Pa6/9 Bz6/10 

NY6/6 

Jx6/7 NY6/11 Bo6/13 Pa6/15 Ba6/16 

Nf6/11 Ba6/12 Pa6/14 NY6/15 B06/18 
Mi6/23 

N06/13 H06/17 

LA6/28 SF7/1 Va7/10 

LA6/22 SF6/24 Se7/2 

N06/13 Hc6/16 

Ba6/15 NY6/17 Pa6/19 Bo6/21 MI6/25 

NY6/16 

NY6/18 B06/21 

NY6/13 

Jx6/21 


$e7/12 Po7/14 
Va7/3 Po7/30 


P26/23  Ba6/25 


NY6/25 Bo6/28 Pa6/30 Ba7/1 
Nf7/2 

NY7/10. Bo7/13 Pa7/15 Ba7/16 Ba7/19 

LA7/12 SF7/15 Va7/24 Se7/26 Po7/28 

NY6/26 Bof723 Pa7/1 Ba7/3 

NY6/25 BoG/29 Pa7/1 HR7/2 Ba7/5 

Ba7/2 Pa7/4 NY7/6 Bo7/9 MI7/13 

Ba6/30 NY7/3 Pa7/4 Bo7/6 MI7/12 

NO7/9 Ho7/14 

NY7/10 Bo7/13 Pa7/15 HR7/16 Ba7/19 


NY5/26 

N05/30 H06/3 

NY5/27 Pa5/31 Ba6/1 Bo6’3 M'6/7 

NY5/31 Bo6/3 Pa6/5 Ba6/7 Nf6/8 

Ba6/2 NY6/4 Pa6/5 Bo6/7 MI6/11 

LA6/14 SF6/17 Va6/26 Se6/28 P06/20 

N0O5/31 Ho6/2 

NO06/1 H06/8 

NY6/6 Bo6/9 Ba6/12 Pa6/14 

NY6/11 Bo6/13 Pa6/15 Ba6/16 

NY6/6 

NY6/25 Bo6/29 Pa7/1 Ba7/2 Ba7/5 

NY6/4 Bo6/7 Pa6/9 Ba6/10 

LA6/22 SF6/24 P06/30 Se7/2 Va7/3 

Nf6/11 Ba6/12 Pa6/14 NY6/15 B06/18 
MI6/23 

N06/13 H06/17 

N06/13 H06/16 

Field 


and The Flavor 








ani | Regular Service 
ship sailings From The Principal Brazilian Ports to: 


NEW YORK NEW ORLEANS 
Lia Brodin Ba6/15 NY6/17 Pa6/19 Bo6/21 MI6/25 


Mormacowl Am- Rep NY6/18 Bo6/21 Pa6/23 Ba6/25 

Mormacgulf Pac-Rep LA6/28 SF7/1 Va7/10 Se7/12 Po7/14 / 

Cabo S. Roque Lloyd NY6/16 oy 

Del Norte Delta N06/15 H06/22 


Cap Bonavista Col NY6/17 Pa6/19 Ba6/21 MI6/27 
Argentina Am-Rep NY6/13 BR | 
Mormacmail Am- Rep Jx6/21 NY6/25 Bo6/28 Pa6/30 Ba7/1 

Nf7/2 
Pheca Bi-Dia NY6/27 Bo6/30 Ba7/3 Pa7/6 . : . 
Del Viento Delta N06/27 Ho7/1 (Partrimonio Nacional) 
Mormacyork Am- Rep NY6/26 Bo6/29 Pa7/1 Ba7/3 
Freya Torm NY6/25 Bo6/29 Pa7/1 HR7/2 Ba7/5 Owned and operated exclusively by the 
Antonina Brodin Ba6/30 NY7/3 Pa7/4 Bo7/6 MI7/12 Brazilian Government, LLOYD BRASIL- 


Ravensberg Col NY6/29 Bo7/1 Pa7/3 Ba7/6 ° e P ‘ P 
Mormacsurf Pac-Rep _ LA7/12 SF7/15 Va7/24 Se7/25 Po7/28 EIRO includes the American Line in its 
Mormactide Am-Rep _Ba7/2._ Pa7/4_ NY7/6 Bo7/9 MI7/13 list of services vital to Brazil’s trade re- 


Del Sud Delta NO6/29 Ho7/6 lations with the commercial centres of 
Del Campo Delta NO7/11 Ho7/15 the world. The American Line maintains 
Erich Schroeder Col NY7/9 Bo7/12 Pa7/13 Ba7/14 recul . f h sucinel B ili 

Alice Torm NY7/10 Bo7/13 HR7/15 Ba7/16 Ba7/19 guiar service trom the principal Drazilian 
Cabo Orange Lloyd NO7/9 Ho7/14 coffee ports to New York and New Or- 
Del Valle Delta NO7/18 Ho7/22 leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 


TANGA ville and Houston. 


ANNAUYUUU UW 
NNNK WWW ND 
ooow 


wonran 


NNN DN DP B&B Be Pe 
WN US WwW Ww 


ANANAAAAAAAAAA 
os 


Oo + 


5/26 Samarinda Ned!loyd  NY6/26 LA7/14 SF7/18 Po7/23 Se7/28 Sera : Sala ed cape ge snes, 
Va8/1 : Bringing North and South America nearer each other. LLOYD ; 
6/23 Lombok Ned!loyd NY7/24 LA8/11 SF8/15 Po8/20 Se8/24 = BRASILEIRO makes the Good Neighbor a Close Neighbor. : 
Va8/29 muses vvvvnvsaveocvevassensevocdvenyanvennensnnneeenegsaeenzonnenee = 
7/26 Sarangan Nediloyd NY8/24 LA9/11 SF9/15 Po09/20 Se9/25 


vaa/29 | | NEW YORK NEW ORLEANS 
VICTORIA || 17 Battery Place Queen & Crescent Bldg. 











5/15 Del Oro N05/30 Ho06/3 
5 Del Mundo N06/13 Ho6/17 
5 Dara N06/13 Hv6/16 





Del Viente N06/27 Ho7/1 


De Come nor/tt Wor 3 | STHMIAN INES 


Del Valle NO7/18 Ho7/22 


fast regular 
betes ahs dependable services 


CALCUTTA from 
5/21 Excelsior Am-Exp © Bo6/30 NY7/2. Pa7/5  HR7/7_ $a7/19 MALAYA e INDONESIA 


Chsn7/11 Ba7/15 


6/9 — Jaladhir Scindia.  Bo7/9_ NY7/10 Pa7/13_ Ba7/14_ Nf7/15 CEYLON e MALABAR COAST 
Sa7/17 NO7/17 NO7/21 Ho7/23 Ga7/26 
INDIA e PAKISTAN 
COCHIN FRENCH SOMALILAND 


5/12 Jaladhanya Scindia Bo6/9 NY6/10 Pa6/14 Ba6/15 Nf6/16 ETHIOPIA 
$a6/18 N06/21 H06/23 Ga6/25 
City of Swansea Ell-Buck MI6/13 
Exemplar Am- Exp Bo6/12 NY6/14 Pa6/17 HR6/19 Sa6/22 BERTH AGENTS 
Chns6/23 Ba6/27 
Jackson Am-Pres  NY6/25 Bo6/29 Pa7/1 Ba7/2 HR7/4 States Marine-lsthmian Agency, inc. 
Excelsior Am-Exp Ba6/30 NY7/2  Pa7/5  HR7/7_ §Sa7/10 
Chsn7/11 Ba7/15 90 Broad Street, New York 4, N. Y. 
Buchanan Am- Pres NY7/15 Bo7/20 Pa7/22 Ba7/23 HR7/24 Diab 
Jaladhir Scindia Bo7/9 NY7/10 Pa7/13_ Ba7/14_ Nf7/15 gby 4-8840 
, $a7/17_NO7/21 Ho7/23 Ga7/26 Baltimore Detroit Norfolk 
Harrison Am- Pres LA7/8 SF7/14 SF7/17 Beaumont Fresno Philadelphia 
City of Chester Ell-Buck = M17/17 Boston Galveston Portland, Ore. 
Brownsville Houston San Francisco 
COLOMBO Buffalo Long Beach Seattle 
Calexico Los Angeles St. Louis 
5/13 Jaladhanya Scindia Bo6/9 NY6/10 Pa6/14 Ba6/15 Nf6/16 Chicago Memphis Tampa 
$a6/18 NO6/21 Ho6/23 Ga7/26 Cleveland Mobile Toledo 
City of Capetown —Ell-Buck Bo6/11 NY6/12 Pa6/14 Nf6/18 Ba6/20 Dallas New Orleans Washington, D. C. 
City of Swansea Ell-Buck MI6/13 NetunVeak 
Leda Maersk Ha6/13 NY6/16 MI7/5 
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TORM LINES 


SUPERIOR SERVICE FROM BRAZIL TO UNITED STATES NORTH ATLANTIC PORTS 


TORM LINES AGENCY, INC. 
GENERAL AGENTS 


CABLE: TORMLINE NEW YORK 4, NEW YORK 


24 STATE STREET 


ship sailings 





Jackson 
Excelsior 


Laust 
Buchanar 


Jaladhir 


Adams 

City of Chester 
City of Agra 
Lexa 

Lica 


Laura 


DJAKARTA 


Laust 

McKinley 

Jefferson 
18 Lica 


DJIBOUTI 


6/8 Excelsior 


HONG KONG 


Yamataka Maru 
Wilson 

Mart 

Marit 

Montana Maru 
Temeraire 
Taiten Maru 
Grant 

Tijuca 

Hoover 
Jeppesen 
Ferntield 
Cleveland 
Yamawaka Maru 


Am- Pres 
Am-Exp 


Maersk 
Am- Pres 
Scindia 


Am- Pres 
Ell- Buck 
Ell- Buck 
Maersk 
Maersk 
Maersk 


Maersk 
Am- Pres 
Am- Pres 
Maersk 


Am-Exp 


Yamashita 
Am- Pres 
Pioneer 
Maersk 

K Line 
Barb-Wn 
K Line 
Am.- Pres 
Barb-Wn 
Am- Pres 
Maersk 
Barb-Wn 
Am- Pres 
Yamashita 


1 Ba7/2 HR7/4 
HR7/7 
Chsn7/11 Ba7 


NY6/25 Bo6/29 Pa7 
Ba6/30 NY7/2_ Pa7/5 


NY7/6 
NY7/15 
Bo7/9 


M17/20 

Bo7/20 Pa7/22 

NY7/10 Pa7/13 Ba7/14_ Nf7 
$a7/17 NO7/21 Ho7/23 Ga7 
Bo7/27 Pa7/29 Ba7/30 HR8/1 


Ba7/23_ HR7 


NY7/22 
Mi7/17 
Bo7/17 NY7/18 Pa7/20 Nf7/22 Ba7/24 
Ha7/14 NY7/16 MI8/5 

NY8/5 MI8/20 


Ha8/14 NY8/16 MI9/5 


NY7/6 MI7/20 

LA6/28 NY7/14 Ba7 
LA7/10 NY7/26 Ba8/1 
NY8/5 MI8/20 


18 Bo7/21 
Bo8/5 


Ba6/30 NY7/2 Pa7/5_ HR7/7 


NY6/17 Pa6/22 Ba6/23 Nf6/26 
SF6/2 LA6/9 

NY6/24 Ba6/28 Nf6/30 Pa7/2 

LA6/11 NY6/26 

SF6/12 NY6/26 

NY6/25 

NO7/8 Ho7/11 Mo7/19 Ga7/29 
LA6/10 NY6/26 Ba7/2 Bo7/6 

LA6/20 NY7/5 

SF6/15 

SF6/26 NY7/13 

LA6/29 NY7/14 

SF6/26 LA7/1 

NY7/18 Pa7/24 Ba7/25 Nf7/27 


$a7/10 
Chns7/11 Ba7/15 


Sally 
Talleyrand 
Jefferson 

Susan 
Yamakimi Maru 
Maren 


Johannes 
Fernbank 

Ming 

Oregon Maru 
Taylor 

Wilson 

Muse 
Yamataka Maru 
Marit 
Temeraire 
Montana Maru 
Van Buren 
Mart 

Hoover 

Tijuca 

Taiten Maru 
Fernfield 
Jeppesen 
Cleveland 
Garfield 
Yamawaka Maru 
Harrison 

Sally 
Talleyrand 
Susan 
Yamakimi Maru 
Maren 


SNNANAAAAHAAAHAAHAVYVYVYVUUUYUUYYWuUUUY 


SHIMIZU 


5/12 Johannes 
5/13 Ming 
5/14 Oregon Maru 


Maersk 
Barb-Wn 
Am- Pres 
Maersk 
Yamashita 
Maersk 


Maersk 
Barb-Wn 
Pioneer 

K Line 
Am- Pres 
Am- Pres 
Pioneer 
Yamashita 
Maersk 
Barb-Wn 
K Line 
Am- Pres 
Maersk 
Am- Pres 
Barb-Wn 
K Line 
Barb-Wn 
Maersk 
Am- Pres 
Am- Pres 
Yamashita 
Am- Pres 
Maersk 
Barb-Wn 
Maersk 
Yamashita 
Maersk 


Maersk 
Pioneer 
K Line 


LA7/10 NY7/25 

NY7/27 

LA7/10 NY7/26 Ba8/1 Bo8/5 
SF7/25 NY8/11 

NY8/17 Pa8/23 Ba8/24 Nf8/27 
LA8/11 NY8/26 


SF5/26 NY6/12 

LA5/29 NY6/13 

NY6/5 Ba6/9 Nf6/11 Pa6/13 
LA5/26 NY6/8 

LA5/31 SF6/6 SF6/9 

SF6/2 LA6/9 


NY6/15 Ba6/19 Nf6/21 Pa6/23 Bo6/26 


NY6/17 Pa6/22 Ba6/23 Nf6/26 
LA6/11 NY6/26 

NY6/25 

SF6/12 NY6/26 

LA6/13 SD6/19 SF6/22 
NY6/24 Ba6/28 Nf6/30 Pa7/2 
SF6/15 

LA6/20 NY7/5 
NO7/8 Ho7/11 Mo7/19 Ga7/29 
LA6/29 NY7/14 

SF6/26 NY7/13 

SF6/26 LA7/1 

LA6/26 SD7/2 SF7/6 

NY7/18 Pa7/24 Ba7/25 Nf7/27 
LA7/8 SD7/14 SF7/17 

LA7/10 NY7/25 

NY7/27 

SF7/25 NY8/11 

NY8/17 Pa8/23 Ba8/24 Nf8/27 
LA8/11 NY8/16 


SF5/26 NY6/12 
NY6/5 Ba6/9 Nf6/11 Pa6/13 
LA5/26 NY6/8 


Maersk Line Provides the only Service from 


West Africa to both U.S. Atlantic and Pacific Ports 


Monthly 

sailings from 
MATADI 
DOUALA 
ABIDJAN 
FREETOWN 
via fast modern 
cargo liners 


MOLLER STEAMSHIP COMPANY, INC. 


General Agents 
30 Broad Street, New York 4, N.Y. * HAnover 2-1500 


West African Agents 
MATADI: Agetraf, $.C.A.R.L., 3 rue de Vivi, P.O. Box 36, Matadi, 
Belgian Congo. 
DOUALA: Societe Navale Delmas Vieljeux, P.O. Box 263, Douala, 
Cameroons. 
ABIDJAN: Societe Navale Delmas Vieljeux, 17, Avenue Louis Barthe, 
P.O. Box 1281, Abidjon, Ivory Coast. 


FREETOWN: Scandinavion Shipping Agencies Limited, 9 Gloucester St., 
P.O. Box 130, Freetown, Sierra Leone. 


INDUSTRIES and The 
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MAERSK LINERS ® 
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A. L. Ransonorr Co., Inc. 


Coffee 


NEW YORK 


Cable Address 


“RANWILLIG” 108 Front Street 





C. T. KONTOS & CO. 


COFFEE BROKERS 
AND 
IMPORT AGENTS 


New York 5, N. Y. 


79 Wall Street 




















BOwling Green 9-6549 


JAMES A. ALEXANDER 
COFFEE BROKER 


90 FRONT STREET NEW YORK 5, N. Y. 























Get your COLOMBIANS 


BALZACBRO 


Shortest Route from Growers 


Balzac mahal 4 Company, Inc. 





Edward P. McCauley & Co. 
COFFEE 


One Jones Lane New York 5, N. Y. 


Cable Address: CAULCAFE 





























WLC. BENDIKS, INC. 


NEW YORK 
89 Front Street 


SAN FRANCISCO NEW ORLEANS 
40 California St. 225 Magazine St. 


IMPORTERS - JOBBERS 
COFFEE - TEA 











JAMES W. PHYFE & CO., ING. 


Coffee Brokers and Agents 


Representing leading shippers 
in all producing countries 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


























Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
100 Front St. NEW YORK, 5 


"Laticlave" 


J. N. SOARES CO. 


110 Ho nll ST. NEW YORK 5, N. Y. 
Telephon Cable Address: 
WHitehall + 3152 cal New York 


ent for Angolan Ship 


ol 
MEMBER: GREEN COFFEE Asa OF NEw ORK CITY, INC. 
ATIONAL COFFEE ASSOCIATION 














S. A. GLASBERG CO. 
ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 


IVORY COAST — MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 
125 Broad Street New York 4, N. Y. 














REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


104 FRONT ST. NEW YORK 

















ERNEST SINGHOFEN & C0. INC. 
Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 
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FLOTA ARGENTINA DE 
NAVEGACION DE ULTRAMAR 


(DODERO LINES) 
FROM BRAZIL TO U. S. ATLANTIC & GULF PORTS 


GENERAL AGENTS: 


Cosmopolitan Shipping Co. Inc., 42 Broadway, N. Y. 4, N. Y. 








ship sailings 


Johannes Maersk SF5/26 NY6/12 

Fernbank Barb-Wn  LA5/29 NY6/13 

Oregon Maru K Line LA5/26 NY6/8 

Wilson Am- Pres SF6/2 LA6/9 

Taylor Am- Pres LA5/31 SD6/6 SF6/9 

Muse Pioneer NY6/15 Ba6/19 Nf6/21 Pa6/23 Bo6/26 
Marit Maersk LA6/11 NY6/26 

Temeraire Barb-Wn NY6/25 

Van Buren Am- Pres LA6/13 SD6/19 SF6/22 

Mart Pioneer NY6/24 Ba6/28 Nf6/30 Pa7/2 
Montana Maru K Line NY6/26 

Hoover Am- Pres SF6/15 

Taiten Maru K Line NO7/8 Ho7/1l1 Mo7/19 Ga7/29 
Tijuca Barb-Wn LA6/20 NY7/5 

Cleveland Am- Pres SF6/26 LA7/1 

Jeppesen Maersk SF6/26 NY7/13 

Garfield Am- Pies LA6/26 SD7/2 SF7/5 

Fernfield Barb-Wn LA6/29 NY7/14 

Yamawaka Maru Yamashita NY7/18 Pa7/24 Ba7/25 Nf7/27 
Harrison Am- Pres LA6/8 SD6/14 SF6/17 

Sally Maersk LA7/10 NY7/25 

Talleyrand Barb-Wn = NY7/27 

Susan Maersk SF7/25 NY8/11 

Yamakimi Maru Yamashita NY8/17 Pa8/23 Ba8/24 Nf8/27 
Maren Maersk LA8/11 NY8/16 





Fernbank Barb-Wn LA5/29 NY6/13 

Taylor Am- Pres LA5/31 SD6/6 SF6/9 

Muse Pioneer NY6/15 Ba6/19 Nf6/21 Pa6/23 Bo2/26 
Yamataka Maru Yamashita NY6/17 Pa6/22 Ba6/23 Nf6/26 
Marit Maersk LA6/11 NY6/26 

Van Buren Am- Pres LA6/13 S$D6/19 SF6/22 
Temeraire Barb-Wn NY6/25 

Montana Maru K Line SF6/12 NY6/26 

Mart Pioneer NY6/24 Ba6/28 Nf6/30 Pa7/2 
Tijuca Barb-Wn LA6/20 NY7/5 

Taiten Maru K Line NO7/8 Ho7/11 Mo7/19 Ga7/29 
Jeppesen Maersk SF6/26 NY7/13 

Garfield Am- Pres LA6/26 S$D7/2 SF7/5 

Fernfield Barb-Wn LA6/29 NY7/14 

Yamawaka Maru Yamashita NY7/18 Pa7/24 Ba7/25 Nf7/27 
Harrison Am- Pres LA7/8 $D7/14 SF7/17 

Sally Miersk LA7/10 NY7/25 

Talleyrand Barb-Wn NY7 ‘27 

Susan Maersk SF7/25 NY8/11 

Yamakimi Maru Yamashita) NY8/17 Pa8/23 Ba8/24 Nf8/27 
Maren Maersk LA8/11 NY8/16 


Vir Yuu u 


YOKOHAMA 


5/15 Muse Pioneer NY6/15 Ba6/19 Nf6/21 Pa6/23 Bo6/26 
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REMINDING YOU THAT 
GOOD BLENDS ARE MADE PERFECT 
WITH 


SALVADOR 
COFFEES 


COMPANIA SALVADORENA DE CAFE, S. A. 


San Salvador -° EI Salvador 


Cables: Coscafe Acme Code 
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@ VIGNETTE 


Coffee and Tea 
substitutes in the 
Southern Confederacy 


Almanac's 
states during the Civil 


tutes for various 


Coffee and tea substitutes were 
inently featured on these pages. 


By the middle of 1862 the people of the Southern 
Confederacy had come to realize that the northern naval 
blockade of their 3,500 mile long coastline was an effective 
barrier to imports of all kinds. At the same time Union 
armies on the western borders of the southern states were 
drawing ever tighter a noose through which very few 
supplies were to find their way. Only through the 
medium of the sleek “blockade runners’ were cargoes 
finally to reach the Confederate States. Most consisted of 
luxuries, and coffee or tea was seldom to be found on the 
bill-of-lading. 

It is probable that the most sorely missed of all the 
commodities which caused acute discomfort among both 
the civil population and the armies in the field was coffee. 
By the fall of 1861 it had all but disappeared from the 
shelves of merchants. Thereafter, it was to become one of 
the memories of the better days which had preceeded 
the war. As an example of its rarity one newspaper, ‘The 
Southern Confederacy”, reported, in 1863, that the jewel- 
ers of Atlanta had purchased coffee beans for use in 
women's jewelry “instead of diamonds.” 

To a population which was learning ‘to do without” 
coffee quickly became the foodstuff for which a substi- 
tute was most often sought. Contemporary newspapers, 
and the familiar almanacs of the period, (see cut above), 
were quick to print suggestions on substitutes of all kinds. 
Among the substances which reached high favor was rye. 
Boiled, roasted, then ground like coffee it was perhaps 
the most palatable of the many substitutes which found 
their way to tables throughout the south. 

Other makeshifts, not so common, also became accepted 
as most nearly possessing the virtues of coffee. Among 
the latter were acorns, peanuts, and cotton seed, And, 
surprisingly, the sweet potato had its adherents. Accord- 
ing to writers of the period an acceptable coffee substi- 
tute might be procured by cutting sweet potatoes into 
coffee bean size. Thereafter the ‘beans’ were sun dried, 
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published in the 
War 
contained a section devoted to substi- 
scarce commodities. 





CONFEDERATE STATES 


ALMANAC 


FOR THE YKAR,OF OUR LORD 


1864 


BEING BISSEXTILE, OR LEAP YEAR, AND TH 4rs YEAR 
OF THE INDEPENDENCB OF THE CONFBDBRATS 
STATES OF ANERICA 


ee ee 


CALCULATIONS MADE AT 
UNIVERSITY OF ALABAMA. 


en ewe 


southern 


usually PUBLISHED FOR THE TRADE BY 


BURKE, BOYKIN & CO., 
prom- MACON, GA. 


i 


Ss. H. GOETZEL, 
Mobile, Ala. 
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roasted until brown, and ground. The resultant mixture 
was added to water until a paste formed, hot water was 
added and the maker could then settle back to a steam- 
ing cup of “rebel brew’. Advertisements in papers 
throughout the southern states were consistently filled 
with boxes offering the reader various and sundry blends. 
Not unlike today’s market, introduction by a manufactur- 
er of a new blend of homemade “‘coffee’’ was accompanied 
by offers of free samples. 

Tea also had its adherents in the search for substitutes. 
The almanac pictured on this page contains the following, 
which indicates how important a product tea had become 
during this period of scarcity. ‘Messrs, Editors. Absent 
from the city for several days I have taken occasion to 
test the New Jersey tea tree (Ceanothus Americana) as a 
substitute for foreign tea. I am glad to report it as a most 
excellent article to be used in war time, in place of a high 
priced commodity, which in every respect it resembles, if 
it does not equal. It grows abundantly in our pine lands. 
The tea prepared from this shrub, drawn from common 
tea, is certainly an excellent substitute for indifferent 
black tea”. Still another substitute for Hyson Tea, could 
be prepared in the following manner. “Gather raspberry, 
or blackberry leaves, dry over a slow fire, and brew in the 
You will have the finest substitute for 
Familiar to many then, as 


normal manner. 
Hyson Tea in the world.” 
now, was a decoction known as “sassafras tea’, and other 
common substitutes used included the leaves of various 
vegetables, currants, willow and huckleberries. 

Even following the formalities of surrender many of 
the homemade substitutes for coffee and tea were to linger 
It was to take this long before the dam- 
ages of war could be repaired and grocer’s shelves were 


on for years. 


only slowly restocked. Even today, chicory remains an 
acquired taste which was originally gained in the “war 


years” by the forebears of today’s Southerner, 
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PACB schedules biggest 
iced coffee campaign 


There's a heavier consumption otf iced coffee indicated 
for this summer's dog days if the Pan American Coffee 
Bureau has anything to say about the situation. On June 
6, the Bureau will launch its traditional summer iced cof- 
fee campaign. This year the campaign will utilize full- 
olumn iced coffee ads which will appear on the page fac- 
ing the populat 

Ho 
adver 

The 


Impact ol 


Crusade for 
Cottee”’ 


page S 


ncst 

tising 
double 
this advertising in 


national m«¢ dia 


as Life Look 
The Saturday 
me Pos 


to whet the 


such 

and 
Even 
is designed 
consum 
ers tasic 


buds 


make 


summer 
And, 


that there 


just to 
sure 
is Variety to spice the 
Bureau's bid for iced 
cotfee drinkers, and 
that 


insure cxtra 


measure of reader 
ship, the column ad- 
vertisement will in- 


clude four recipes 
for the 
of a good glass ot 
iced coffee 

The 


to keep the public aware of the promotion. 


preparation  PACB'S summer iced coffee campaign 


features the tantalizing theme pictured 
above. 


Bureau's schedule for the advertising is slanted 
Seven in- 
sertions will be used during the summer months, June, 
July and August. The repetition of these ads during the 
summer months, and in the media selected, is expected to 
bring readership in excess of 41-million plus exposures 
during the hot weather period. 

the Bureau 


has designed and produced various newspaper advertising 


For the individual coffee company use 


mats, Featuring an Eskimo theme these mats also carry 
Perk Up with Iced Coffee It's Frosty, 
available for use in one- 


the legend, 
Fresh and Frisky”. These are 


column and two-column sizes 


And, just to make sure that visitors, to restaurants and 
lunch counters throughout the country are not neglected 
during the summer there will be a die-cut poster of a giant 
glass of iced coffee, banners, a table tent, and a menu tip- 
on available. All of the pieces described are available at 
nominal cost from the Pan-American Coffee Bureau, 120 
Wall Street, New York 5, N. Y. 


N.A.M.A. sixth sectional meet 
at San Francisco, June 10-11 


The sixth sectional conference of the National Auto- 
matic Merchandising Association is planned for the West 
Coast in conjunction with the California Automatic Ven- 
dors Association. The Jack Tar Hotel in San Francisco 
will be the site of the meet, and the dates are set for June 
10-11 

In the meantime W. J. Manning, Jr., public relations 
committee chairman of the N.A.M.A. has announced the 
Ac- 


cording to Manning the main purpose of the local public 


appointment of regional public relations chairmen. 


relations program is, ‘to stimulate member companies to 
engage in activities which they themselves can carry out, 
individually or collectively, to gain better public under- 


standing of our business”. 


The above was the scene at the PACB's New York headquarters 
as Colombia's president Albertos Lleras Camargo received a 
solid silver coffee service from members of the bureau. 








IRWIN-HARRISONS-WHITNEY ic. 


Tea Importers 


NEW YORK * PHILADELPHIA * BOSTON * CHICAGO + SAN FRANCISCO * SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJARKATA (JAVA) * LONDON (ENGLAND) 
NAIROBI (AFRICA) 


TAIPEI] (FORMOSA) 
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Juan Valdez host to 
New Jersey consumers 


Bergan Mall, one of northern Jersey's largest suburban 
shopping centers is the first of a series of stops to be made 
by Juan Valdez as the start of a world trade mission. 

Andre Uribe, commercial advisor to the Colombian 
Embassy in Washington, and United States representative 
of the Federation of Coffee Growers of Colombia was on 
hand May 3 at the center to introduce Valdez and super- 
vise the serving of pure Colombian coffee to shoppers at 
the center. Uribe, commenting on the first of a series of 
planned personal appearances for Valdez stated, ‘through 
personal appearances in New Jersey and elsewhere, and in 
conjunction with Juan’s television appearances it is hoped 
that people can learn that Colombia’s coffee is the finest 
in the world.” 


New Houston plant 
scheduled for Duncan 


Ground has been broken for a new $3-million plant 
tor the Duncan Coffee Company in Houston. Governor 
Price Daniel turned the first shovel of dirt at the site on 
Katy Road in a centralized section of the city. Charles 
W. Duncan, Jr., president of the company indicated that 
all administrative offices, plant and transportation facili- 
ties will be in the three new buidings. 


West German coffee 
imports increase 


Annual imports (consumption in West Germany) has 
increased during the past five years according to a review 
of the market by Hanns R. Neumann of Hamburg. The 
increase, from 2-million bags to 3-million bags, was ac- 
companied by a per capita consumption increase of ap- 
proximately 50-percent during the same period. The 
German coffee trade expects that once the present con- 
sumption tax has been abolished, consumption will in- 
crease to a total of more than 4-million bags. 
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The Product Picture 


The literature listed below contains specialized 
information of interest to the readers of COFFEE 
AND TEA INDUSTRIES. It is available simply by 
filling out the coupon at the bottom of the page. 


] —“spanran KRAFT” COFFEE BAG 

Atlantic Coffee Bag Co., Inc., Brooklyn, N.Y. has 
announced the introduction of a new “Spartan 
Kraft’ coffee bag which is specially designed for use 
on automatic packaging equipment. The new bag 
features a paper which imparts both strength and 
stiffness to the bag for maximum poduction on pack- 
aging machines. Samples and further details on the 
new bag are available. 


ya AUTOMATIC UNIVERSAL FILLER 

A new automatic universal filler has been intro- 
duced by F. MC Stokes & Smith, Philadelphia. The 
unit is described as capable of stepping up produc- 
tion and reducing unit costs for a wide range of dry 
products, and type container. Filling accuracy is 
assured by the machine. Interchangeable augers, 
simplified controls and accessable adjustments reduce 
changeover time to a minimum. 


3 PRODUCTION CODER—PRINTER 

Thomas Engineering Co., Skokie, Ill., has an- 
nounced a new production coder and printer featur- 
ing a solid inking cylinder made of Porelon, a revo- 
lutionary development in self contained inks. Ac- 
cording to the manufacturer the plastic roller elimi- 
nates the need for fluid inks, fountains, transfer 
rollers and maintenance. Each cylinder holds enough 
ink in suspension for 150,000 impressions, and is 
easily replaceable. The unit can print from any 
position on filled bags, packages, cartons and ship- 
ping containers, Descriptive literature is available. 


4 PERMANENT PLATE MAGNETS 

Eriez Manufacturing Co., Erie, Pa., has issued a 
new, illustrated bulletin covering details of their 
series 17, permanent plate magnets. The bulletin 
not only lists the available magnets in the series 
but also details information on their particular in- 
stallation and application. 


COFFEE AND TEA INDUSTRIES 
106 Water St., New York 5, N. Y. 


Please send me the following booklets: 


Firm Name 
Street Address 
City and State 
Signature 











Spice financing . fs 


from the country of origin to the consumer 


If your business is spices, you'll find Irving importing from world markets is one of the 
Prust Company has the banking experience reasons Irving Trust Company understands 
so essential in this specialized trade. your financial needs and has the know- 


More than a century of service to firms how that you can depend on. 


IRVING TRUST COMPANY 


One Wall Street, New York 15, N.Y. 
Capital Funds over $140,000,000 Total Assets over $1,700,000,000 


GeorGE A. MurPHy, Chairman of the Board WILLIAM E. PETERSEN, President 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
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@ THE SPICE MILL 


what A.S. T. A. membership 
to you 


means 


BY STEWART P. WANDS, Executive Vice President, 


American Spice Trade Association 


The head of one of the leading associations in the 
United States, Donald Greenaway, Executive Vice Presi- 
dent of the National Restaurant Association, recently ob- 
served that in his travels throughout the country calling 
on state and regional groups of his association, he had 
found that many members were not clear in their minds 
as to their reasons for being a member. In some cases 
they expect too much of their association but in too 
many instances, too little, and therefore give it only 
token support. 

No one knows the exact date and place of the origin 
of the trade association movement, but it can be assumed 
that it began when people found it necessary to exchange 
ideas for mutual protection and advancement. References 
to associations have been found in ancient China, Egypt 
and Rome and from this earliest beginning the trade as- 
sociation movement grew steadily. By the early part 
of this century there were over eight hundred local, state 
and national associations in this country alone. Today 
it is estimated that there are in excess of thirteen thousand 
trade associations in existance—all serving their members 
in the interest of their particular industry. 

It was in 1906 that members of the spice industry 
recognized the need for an association and in that year 
the American Spice Trade Association was founded. 
Through the years, A.S.T.A. has served the typical func- 
tions of a trade association and the record is one in which 
members can take pride. Yet, in this association too, as 
new personnel join our activities there is constant need 
to answer the questions Mr. Greenaway mentions. Why 
indeed are you a member of A.S.T.A.? What has it ac- 
complished for you and what can it do for you in the 
future ¢ 

No better answer to these questions can be found than 
in the achievements of our promotional and research pro- 
grams. 

Spices were undoubtedly being traded in China, 
Egypt and Rome long before the first trade association 
was founcezd and this business is therefore older than 
most of the industries that comprise our commercial world 
today. But there have been periods when the use of 
spices has declined, and this as recently as 1930's. This 
was a period when the country was generally obsessed 
with the thought that food should be bland to be good 
and doctors warned against the use of spices. Added to 
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this attitude of the American World War Il 
commenced and resulted in a shortage of supply that 
could have ended in spices becoming all but forgotten. 

It was just prior to this time, in 1939, however, that 
the Association inaugurated a public relations program 
to combat the fad for bland foods that had reduced the 
consumption of spices in the United States to a new 
low. With the ending of the war, the provocative ad- 
vertising and modern merchandising and promotion of 
spices by the individual manufacturer and the continu- 
ation of the Association’s program, combined to increase 
consumption until today it is estimated at upwards of 
200,000,000 pounds annually. Americans are now con- 
suming more spices than ever before (1.2 pounds per 
person), and only recently a national survey revealed that 
spices are the second fastest growing food item in grocery 
stores today—growing at a rate almost four times as fast 
as the average of other food products, 

The research programs of the Association have also 
played a part in increasing consumption. A three-year 
study conducted at Harvard University’s Peter Bent Brig- 
ham Hospital dispelled any question of the deleterious 
effect of many spices upon the stomach. Then came the 
publication of the sodium content of spices which due to 
their low content made it possible for those restricted to 
a low salt diet to enjoy seasoned foods. 

True, our cause has also been helped by other develop- 
ments of the times. “Embark A Tourist—Return A 
Gourmet” ran the headline of an article in a recent issue 
of a nationally known daily paper. The article went on 
to point out that one of the greatest discoveries made 
by most tourists is the delightful experience of trying for 
the first time in internationally-known restaurants or 
off-beat bistros, the famous cuisines of France, Italy, 
Spain, Sweden, Germany, but to name a few. The per- 
fect blending of ingredients and seasonings in these 
dishes sent them packing home converts to the cult of 
good cooking. While many of the tourists of today are 
returning, singing the praises of the native dishes of 
these lands, they were preceded by millions of service- 
men some fifteen years ago at the close of World War 
II, singing the same praises. All this has been a great 
help in promoting spices, but here again your associ- 
ation has played an important role. Our promotion has 
exploited this interest in foreign cookery and made sure 

(Continued on page 70) 
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what A.S.T.A. means to you 


(Continued from page 69) 





realize spices make the 


peo} I< that 
People who never have and prob- 


dishes of other lands 
ably never will leave America’s shores have become adept 
at seasoning foreign-style recipes through our publicity. 


Today our industry can be compared to a gangling 
youth who has reached his height but not his full size. 
It may be expected that in the next ten years alone 
(1960-1970) the industry will grow in size at such a 
rate that will defy comparison to any similar period. It 
has been conservatively estimated that the U. S. popu- 
lation will reach 216,000,000 persons by 1970, producing 
goods and services totaling over $700 billion in value 
yearly. This work force will be comprised of consumers 
who, it is expected, will increase the demand for spices 
by a minimum of 20 per cent. Imports of black pepper 
may be estimated at 43 to 45 million pounds annually, 
cassia 16 to 17 million pounds and on down the list of 
the many items that are imported or produced domestic- 
Iv and nacked distributed to the U. S. consumer, 
bulk and institutional markets. In 
see a spice consumption of 240,000,000 pounds annually. 


and 


total we may well 


This vast increase in population, the technological ad- 
vances expected in the entire food industry and the de- 
mand for consumer goods in the coming decade will 
undoubtedly result in the industry reaching new levels 
with a resulting expansion of the responsibilities of your 
To meet the new problems that shall arise 


association 


difference in the 


and to assure that members’ products not only earn their 
fair share of the consumer dollars but consistently in- 
crease the demand for spices, will call for the whole- 
hearted support of the entire membership. As the in- 
dustry and the Association enter into this new era, there 
will be continued need for men of leadership and vision 
to direct the affairs of the Association. And as the in- 
dustry expands and prospers there will be no question 
that men of talent so prevalent among the membership 
of the Association will be ready to serve. 


ASTA’s 1960 Program — 
Shawnee, Pa. — May 22-235. 


From a business as well as a pleasure angle the 1960 
ASTA convention at Fred Waring’s Shawnee Inn should 
fit the bill for everyone. To begin u ith you'll be in good 
company if the expected record attendance 1s any indication. 

Looking at the program from a purely business angle 
you'll hear an informative report by Howard Wolf, pub- 
licity chairman on the effectiveness of the 1959-60 pro- 
motion program. A research report by Howard Wolf will 
cover that commitiee's activities for the year. And, there'll 
be other equally interesting reports on what the Association 
is doing for its members. But, just to make sure that mem- 
bers aren't lulled into inactivity the assoctate membership 
of the Association will throw a "Roaring Twenties” party. 
Coupled with golf, bowling, dancing and an outdoor barbe- 
cue, what more could any good spice man ask? 





A FASCINATING WORLD OF SPICES 


Fascinating is the word for the wealth of little known facts, helpful cooking tips and illustrations on 
spices found in these American Spice Trade Association publications. 


They Make Distinctive Gifts — Excellent Promotion Pieces 


HOW TO USE SPICES 


48-pages, including over 100 new tested spice recipes 
and a complete spice chart. Price 25¢ each. In orders 
of 50 or more, 15¢ each. 


A TREASURY OF SPICES 


A 224-page, handsomely bound, hard cover book 
packed with descriptions and illustrations of spices 
and facts and statistics on the spice trade, including 
import weights, duties, shipping times, etc. Price 
$3.50 each. Special prices for orders of more than 
10 copies. 


Order from: 


AMERICAN SPICE TRADE ASSOCIATION 


A HISTORY OF SPICES 


A brand-new, 16-page booklet which lists many re- 
cently discovered facts about spices. Includes a 
handy chronology of spice history plus an extensive 
bibliography of spice literature. Price 10¢ each. 


SPICES, WHAT THEY ARE, 
WHERE THEY COME FROM 


An illustrated 16-page encyclopedia of spices, giving 
origin, history, botanical descriptions and principal 
uses for over 50 spices, herbs, seeds and blends. 


Price 10¢ each. 


82 Wall Street, New York 5, N. Y. 
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Givaudan offers you 
a complete family of high quality 


IMITATION ESSENTIAL OILS 


always uniform...always available! 


Givaudan offers you a wide and interesting variety of imitation 


citrus and spice essential oils—each rivaling in strength and qual- 
ity the finest natural oils. WY 
But quality is only one of the many advantages of these Givaudan 


imitation essential oils. They are always uniform in strength and 
aroma...always available in desired quantities...always econom- 
ical and stable in price. Produced domestically by Givaudan with 
materials completely under Givaudan’s control, they provide you 
with a completely reliable domestic source of supply. May we 
demonstrate how accurately they can meet your specific require- 321 West 44th Street 
ments? New York 36, N.. Y. 


Inc. 
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Fifty-Six Years 
of Service 
to the SPICE TRADE 


THE CAROLINA 
PEPPER ASSOCIATION 


Florence, South Carolina 


Growers and Shippers of 


HOT CAROLINA 
LONG RED PEPPERS 


¢ Dependable source for highest quality domestic RED PEPPERS. 

¢ Our "low heat—slow drying" process guarantees brightest RED color. 
e RED PEPPERS "bred up" for extra pungency, long lasting color. 

e FIFTY-SIX YEARS of production experience. 


T. B. YOUNG & CO., Agents and Managers 
Florence, S. C. 
P.O. Box 632 Telephone 4367 
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2 - A Short History of Spices 





Spain’s delayed entry into the spice race was speeded 
up not only by Columbus, but five years later by the navi- 
gator-explorer Ferdinand Magellan, who was successful 
in making the first trip to the east by heading west across 
the Atlantic in 1519. Although Magellan himelf was 
killed in the Philippines two years later and four of the 
five ships of the expedition lost, the remaining ship, the 
Victoria, returned to Spain with enough spices to pay for 
the entire expedition, Nevertheless, Spain continued the 
spice quest only briefly, King Charles of Spain selling his 
rights to the Spice Islands to his brother-in-law, John III 
of Portugal. The gold of the Incas proved a stronger at- 
traction to the Spaniards. 

Wars And New Spice Monopolies. Portugal remained 
dominant in the far Eastern spice lands until the end of 
the 16th Century, when the Dutch entered the competition 
in earnest. Wan Houtman and Van Neck, each in com- 
mand of expeditions to the Indies, made friends with na- 
tive sultans, and organized trading posts which eventually 
gave their country a monopoly in the early 17th Century. 
With the Dutch conquest of Malacca in 1641, the Malay 
Peninsula and northern Sumatra came under their con- 
trol. In 1658 they took over the cinnamon trade in Cey- 
lon; in 1663 the best pepper ports of the Malabar Coast 
were theirs. Before the end of the 17th Century Macassar 
on the Island of Celebes and Bantam in Java were added 
to make the Dutch complete masters of the immensely 
profitable spice trade. 

The Dutch ruled the market with a rod of iron. If the 
price of cinnamon fell too low in Amsterdam, they burned 
the spice. They soaked their nutmegs in milk of lime, a 
process which did not affect flavor, but supposedly killed 
the germ of the nut. This was to prevent nutmegs from 
being planted elsewhere. 
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France’s role in spice trading was generally a minor 
one, not backed by its government. French sea captains 
out of Dieppe had quietly made their way down along the 
coast of Africa by 1365, some 50 years before the Portu- 
guese got there. They did not manage to create a 
monopoly as did the Arabs, Venetians, Genoese, Portu- 
guese and later the Dutch. They did, however, help de- 
stroy the century-old Dutch spice monopoly when, in 
1770, the French contrived to “kidnap” enough cloves, 
cinnamon and nutmeg plants from Dutch possessions to 
begin spice-growing in the French islands of Reunion, 
Mauritius and Seychelles in the Indian Ocean and in 
French Guiana on the north coast of South America. 

Meanwhile, the great sea-faring English people were 
not idle. They, too, were looking for routes to the riches 
of the East. In 1527 British merchant Robert Thorne 
wrote to Henry VII suggesting a search for the ‘‘north- 
west passage’ to India and the Indies: “The Spaniards 
hold the westward route, by the Straits of Magellan; the 
Portuguese the eastward, by the Cape of Good Hope. 
The English have left to them but one way to discover 
and that is by the North.” These attempts led them to 
important discoveries in North America, but not to the 
lands of spices. Yet, navigators such as Lancaster, Cabot, 
Cavendish, Raleigh, Drake and the defeat of the Spanish 
Armada in 1588, made England a power at sea. In 1600 
the British East India Company was chartered by Queen 
Elizabeth, with spice cargoes as its big objective. Where 
the Dutch controlled the East Indies, the English were 
gaining supremacy on the mainland of India itself. In 
1780, the Dutch and the English fought a war which was 
to be runiously costly to the Dutch East India Company. 
In 1795 the English took Malacca and a year later all 
Dutch property and trading centers except Java. The 

(Continued on page 74) 
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DURKEE FAMOUS FOODS 


BETHLEHEM, PA. 








ARTHUR G. DUNN 


80 Wall Street New York 5, N. Y. 


IMPORTER 
SPICES AND SEEDS 





CASSIAS 
PEPPER 
GINGER 
NUTMEGS 
MACE 
PIMENTO 
CLOVES 
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| Dutch East India Company had to be dissolved in 1799, 


America Enters The Spice Trade. On June 23, 1672, 
| the first colonial American took an active part in spice- 


| trading: Boston-born Elihu Yale—later to give his money 
|} and name to the great university arrived in Madras, 


India, as a clerk of the British East India Company, There 
he established contacts on which he built a fortune in 
spices. 

It was not until a century later that America entered 
the spice trade in a big way. Father of the American spice 
trade was a dashing Yankee sea captain named Jonathan 
Carnes. Sailing on one of the early American trading 
voyages out of Salem in 1788, he discovered places in the 


| Orient, principally in Sumatra, where he could deal direct- 
ly with the natives, thus circumventing the Dutch 


monopoly. He convinced the Peele family of Salem to 
back him and in 1795 made a voyage which yielded a 
700% profit in spices. 

This sent America into the spice competition so actively 
that between 1784 and 1873, about a thousand vessels 
made the 24,000 mile trip to Sumatra and back. In 1818, 
when the pepper trade was very brisk indeed, 35 vessels 
made the long and dangerous trip, It isn’t at all surpris- 
ing to learn that the pepper trade furnished a great part 
of the import duties collected in Salem (which at one 
point were enough to pay five per cent of expenses of the 
entire U.S. government.) 

Pirates finally put America out of the oriental trade. 
Our merchant ships were raided and destroyed time and 
again. The idealistic young United States ogvernment 
decided it would be improper to back the spice trade with 
naval protection in foreign waters. 


Modern Spice Trading. Throughout history, the coun- 
try that has controlled the spice trade has been the richest 
and most powerful in the world. Although fortunately 
these aromatic plants are not so costly today as they once 


(Continued on page 76) 











“WE'VE GOT A NEW ADVERTISING MANAGER 
BOY IS HE PROMOTION HAPPY." 
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Symbol 
of 


Leadership 


IN ITS FIELD 


Products 
Known the World Over 
for Quality 


SPICES 

EXTRACTS 

TEA 

COFFEE 

CONDIMENTS 
SPAGHETTI SAUCE MIX 


CHEESE DIP 
SEASONINGS 


McCORMICK - SCHILLING 
in the EAST in the WEST 


....he House of Flavor 


BALTIMORE, MD. SAN FRANCISCO, CALIF, 
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HAA 


Importers — Distributors 


The price you pay for your vanilla beans is 
of no more importance than the TIMING of 
your purchase. 


. For thirty years we have been market 
consultants to the buyers of 


VANILLA BEANS 
VANILLIN U.S.P. 


ZINK & TRIEST COMPANY 
15 Lombard Street 


Philadelphia 47, Pennsylvania 
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were the traditional rule follows. 

In the 19th Century Great Britain's maritime prowess 
gradually etablished her as the leader of the spice trade, 
and London’s Mincing Lane became the Spice trading 
center of the world. Since then dominance in this ancient 
trade has once again changed hands. The United States 
is now the prime figure in world spice buying and New 
York is its center. Today some 500 to 600 deep water 
ships with spice cargoes dock at U. S. ports each year. 

Nearly every country in the world, including our own, 
supplies items for the spice shelves of America today. 
Most of the “true” or tropical spices still come from the 
Eastern world as they have for centuries, but some are now 
grown in this hemisphere: Ginger and allspice in Jamaica, 
nutmegs in Grenada; sesame seed in Nicaragua, Salvador 
and the United States; fenugreek seed in Argentina and 
many more. We draw heavily on Europe for herbs and 
on Africa, Europe, India and South, Central and North 
America for aromatic seeds. 

The U. S. now produces laurel, basil and tarragon as 
well as mustard, chili powder, paprika, and redpepper. 
Although domestic production has been increasing rapidly 
in recent years, it still represents only a small percentage 
of our total spice needs. 

Spices are brought to this country through the ports of 
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1954 1955 


P.O. Box 572 





Chili Peppers 

Chili Pods 
Chili Powder 

Paprika 





FIVE YEAR WINNER 
BLUE RIBBON 


1956 


CALIFORNIA STATE FAIR 


SAILBOAT PRODUCTS CONTAIN ONLY FIRST QUALITY MATERIALS 


Santa Maria Chili Products 


Growers - Dehydrators - Grinders 


SANTA MARIA, CALIFORNIA 


COUNTS 


1957 1958 


Phone: WAlnut 5-2875 


Green Bell Peppers 

Red Bell Peppers 
Onions 
Garlic 
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both coasts, but by far the largest volume comes into the 
port of New York. There, primarily in the vicinity of 
Wall Street, is situated the spice trading capital of our A F R a ¢ A NM Sy 
country, 
Spices are usually in the whole form when they arrive Also Agents For 
in the U.S. They are first inspected by the Pure Food Vanilla Beans, Spices, Essential Oils, 
and Drug Administration and then temporarily ware- 
housed by the importer who has purchased them, A 
grinding company will then buy them from the importer. 
Unlike the importing and trading end of the spice in- | 
dustry, the grinding companies are located in many dif- 
ferent parts of the country. These companies reclean, mill 
and blend the whole spices and package them for whole- | 
sale and retail consumption. On arrival at the grinding | 
plant, the spices are tested by laboratory workers, each | 


shipment being catalogued according to the grinder’s sys- LOUIS FURTI i INC 
tem of grading. 1 . 


Various types of mills are used in spice grinding be- | 
cause of the wide variety of materials which must be pro- 26 Broadway New York 4, es 
cessed, i.e, leaves, seeds, bark, etc. By use of mechanical | e 
sifters the miller also regulates the fineness of the grind. Phone: WhHitehall 3-4090 
A food manufacturer frequently wants a finer or coarser 
grind than is put up for the homemaker. Spices are pack- IMPORTERS & DEALERS 
aged in containers ranging in size from an ounce to 200 
pounds, the largest sizes being for food manufacturers. 

All those who bring spices to us—growers, shippers, ° SEEDS 
agents, brokers, importers, grinders, packers, etc.—one | ¢ SPICES 
might say most of the people on the 20th Century spice e HERBS 
route, are members of the American Spice Trade Associa- 
tion formed in 1907. 

Roughly 40% of the spices we eat are consumed in 
manufactured products. Meat products, particularly sau- 
sage and luncheon meats, are the largest users. Com- Established 1885 
mercial bakers, pickle packers, condiment manufacturers 


and the canning industry as a whole represent other im- 

portant industrial users. B. oa IRELAND, INC. 
The happy ending to this thumb-nail history of spice- 

trading is that, as we go to press with this account, an im- AGENTS AND BROKERS IN 

portant grocery trade journal has just announced that of 


all the thousands of items in the modern American food SPICES SEEDS TEAS COFFEES 
market, packaged spices and spice-containing sauces head 
the list of groceries moving most speedily from the shelves 67 California Street San Francisco |1, Calif. 
of the food markets to our kitchens. 


Formosan Teas 


230 West 4Ist, New York 36, N. Y. 


Tel: OX 5-4030 
TWX: NY-1-3420 Cable: LACHA 









































SPECIALISTS IN GRINDING SPICES — SEEDS — HERBS 


Decorticating — Mixing — Reconditioning 


od 
BLACK DIAMOND SEED CO, INC. 


Douglas C. Archibald John P. Anderson 


Plant and Laboratory 
481-487 Washington St., New York 13, N. Y. 
WoOrth 2-7715 
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In Food It's Seasoning — 
— In Seasoning It's Gentry 
-- « Since 1919... 


ONION & GARLIC PRODUCTS 
CHILI POWDERS 
CHILI PEPPERS 
AMERICAN PAPRIKAS 
CRUSHED RED PEPPER 
HOT PEPPER GOODS 
CANNED CALIFORNIA PIMIENTOS 
CANNED GREEN CHILI PEPPERS 


@ GENTRY 


~O83 ANGELES 


41st Year 








WELCOME 
AMERICAN SPICE TRADE 
ASSOCIATION 


SHAWNEE INN 


May 22-26, 1960 
FRED WARING 
PROPRIETOR 


WELDON S. GARRISON 
GENERAL MANAGER 


HARRY OBITZ 
GOLF PROFESSIONAL 











For 4 Modern 
Retirement 


Approach 1 


[Income Planning 


Call 
J. W. SCOTT & CO., INC. 


15 WILLIAM STREET, NEW YORK 5, N. Y. 
WH 3-8878 
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1959 imports of principal spices, 
seeds and herbs 


These figures, compiled by the Bureau of the Census of 
the U. S. Department of Commerce, represent total imports 
of the principal spices, seeds and herbs imported into the 


United States in 


In the near future, a breakdown 


of the figures, showing country of origin of the various 
items, will be circulated to the membership. For compara- 
tive purposes, the 1958 imports are also shown. 


Commodity 


Paprika 
Celery Seed 
Caraway Seed 
Capsicum 
Cassia 

Cloves 
Ginger Root 
Mustard Seed 
Mustard (Gr.) 
Nutmegs 
Mace 


Pepper, Black ... 


Pepper, White 
Pimento 

Anise Seed 
Cumin Seed 
Fennel Seed 
Coriander Seed 


Laurel Leaves ... 


1958 
Pounds 


8,367,453 
2,135,199 
6,815,853 
6,090,013 
12,073,095 
2,033,076 
3,213,868 
18,227,596 
940,025 
,702,679 
368,070 
34,671,533 
3,405,937 
,388,929 
247,317 
751,659 
482,671 
,967 553 


286,010 


1959 
Pounds 


9,083,616 
2,677,038 
7,758,900 
5,165,472 
13,600,485 
2,821,486 
3,335,356 
24,136,674 
879,361 
3,904,326 
560,295 
34,966,595 
2,603,167 
1,279,035 


603,489 


=== 
CAPACITY ~——— 
— 


2200 Ibs 
TEA OR SPICES 
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Origanum Leaves 2,033,710 1,907,263 


Sage 1,394,641 2,023,864 | 


Sesame Seed 14,737,050 13,357,887 
Poppy Seed 7,140,687 8,594,429 


Turemeric 1,822,809 1,879,112 | 


Durkee introduces 
pre-priced spices 


Durkee Famous Foods has introduced a new, gourmet 
line of spices, herbs and seasoning blends. An innovation 
in the new line is the fact that each of the products bears 
a pre-priced tab which has been affixed at the plant. Ac- 
cording to company spokesmen the pre-pricing feature 
guarantees the store operator a high profit margin and 
eliminates the need for price stamping each item before 
stocking shelves. Glass packaging for the new line 1s by 
Hazel Atlas Glass Co. 





TRADE CALENDER 


June 9-12 

Canadian Spice Ass'n. 
Alpine Inn 

Ste. Marguerite, Quebec 


June 9-12 

New England Wholesale Food 
Distributors Assn., Poland 
Spring House, Poland Spring, Me. 


June 12-16 

Nat'l. Ass’n of Retail Grocers 
Memorial Auditorium 

Dallas, Tex. 


June 20-22 

Grocery Mfrs. of America 
The Greenbrier 

White Sulphur Springs, Va. 


June 26-29 

Nat'l. Retail Tea & Coffee 
Merchants Ass'n. 

Drake Hotel 

Chicago, Il. 


August 11-14 
Alabama Wholesale Grocers Ass'n. 
Battle House, Mobile 


August 25-28 
National-American Wholesale 
Grocers Ass'n. 

Baniff Springs Hotel, 

Banff Springs Hotel, 


October 9-12 

Tea Ass'n. of the U.S.A., Inc. 
Diplomat Hotel 

Hollywood, Fla. 


January, 1961 

National Coffee Association 
Boca Raton Hotel 

Boca Raton, Fla. 





Convention Greetings 


to the A.S.T.A. 


ASMUS BROS., INC. 
Spice Importers and Grinders 


523 E. Congress St. Detroit, Mich. 


LORD BALTIMORE PRESS 
“Fidel-I-Tone” Process Color Labels and 
Folding Cartons for Spices and Eetracts 


New York; Baltimore; Chicago; Philadelphia; St. Louis; Clinton, 
la.; Minneapolis; Los Angeles; San Mateo, San Leandro, Calif. 


BARRY & POWELL 
Marine Insurance Brokers 


116 John St. 


Growers—Dehydrators— Grinders 
Paprika—Chili Powder—Hot Peppers 
Santa Ana California 


NOLTE BROKERAGE CO. 
Spices—Domestic Red Peppers 
“Agents Albarracin  Royal—Alpha Paprika” 


721 Ciark Avenue St. Louis 2, Mo. 


Compliments of 


RAHE-GILBERT CORP. 
New York 5, N. Y. 


JOHN E. RAISCH & CO. 
Weighers and Samplers 


15 Moore Street New York 4, N. Y. 


D. & L. SLADE COMPANY 
Spice Importers and Manufacturers 
189-191 State St. Boston 9, Mass. 
WALTER H. TANTZEN 
D/B/A WALTER F. POWERS 
Weigher and Sampler 
24 Stone Street New York 4, N. Y. 
New Orleans Office 
620 Tchoupitoulas Street New Orleans, La. 
WESP WEIGHING CORPORATION 
Weighers and Samplers 


82 Beaver Street New York 5, N. Y. 
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THE 
CREAM 
OF THE 
COFFEE 
CROP... 


TRAVELS ON 


THE SANTAS 


GRACE LINE’s schedules and itineraries 
are keyed to the needs of the coffee trade, 
linking the major coffee ports of South and 
Central America with North American ports 
along both the Atlantic and Pacific coasts. 
When quality coffees call for the best in 
experienced handling and swift, on-time 
arrival, it pays to rely on the dependable Santa fleet. 


Best wishes to the PGGA for a successful convention! 


GRACE LINE 


3 Hanover Square, New York 4, N. Y. 
{gents and offices in Los Angeles « San Francisco 
Portland « Seattle * Vancouver and other principal cities. 
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CLEMENT M. HAKIM 


Tea Importer 


ANNNNVLNINLUULALUALLLULLILHIL 


Mays ready fo serve you. 


AN 


99 Wall St., New York 5, N. Y. 








@ MERCHANDISING 


SALESBAG ADVERTISING 





Supermarket food product advertisers are discovering 
a new promotional medium—advertising on the outside 
of the common check out bag. 

Coffee, tea and spice advertisers are now able to buy 
space on the sides of bags distributed in their choice of 
supermarket chains. They are encouraged to buy space on 
a quantity of bags sufficient to reach all the customers of 
a supermarket chain. 

Benefits to the advertiser are said to be many: salesbag 
advertising space is exclusive to one manufacturer at a 
time. The advertiser's message is assured of being seen 
by all customers of any given chain, The message will al- 
so be seen at home where it can register again most ef- 
fectively by calling to the shopper's attention the particu- 
lar brand of coffee or tea advertised. According to Leon 
Henry, Jr., president of Salesbag Promotions, Inc., not 
everyone buys the advertised product, but everyone brings 
the salesbag advertising home. 

For coffee and tea advertisers, salesbag advertising has 
certain advantages. Surveys show coffee to be one of the 
products most frequently overlooked by the shopper. The 
salesbag provides extra advertising stimulus at home and 
in the store. And, advertising can be targeted in a given 
market area or more specifically, in a given supermarket 
chain. The salesbag can carry a coupon or refund offer 
which will be a strong inducement for purchase of the 
advertised brand while retaining the image of the adver- 
tised coffee or tea. 

Mr. Henry stresses that the advertiser is buying adver- 
tising and promotional space at a competitive price and 
commissionable to the advertising agency at 15%. One 
color test runs of 100,000 Salesbags can be arranged with 
most supermarket chains for $510.00, This will cover 25 
average supermarkets for one week, Plates and art work 
are extra. For consistent users, the price goes as low 
as $3.55 per 1,000 salesbags for exclusive, 100 percent 
coverage of local markets. 
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@ BUSINESS METHODS 


the problem of, 
and the solution 
to, your sales 
force 
compensation 


By PROFESSOR KENNETH R. DAVIS, 


s Administration 


Management is responsible for paying several distinct per- 
sonnel groups, among them executives, clerical and supervis- 
ory personnel, shop help, and salesmen. Certain fundamentals 
apply to all of these groups, but special problems peculiar 
to each result in rather wide variations in the design and 
administration of compensation plans. For salesmen, there 
is a special significance in the effect of compensation on 
motivation and control. 

While a number of specific considerations exist in this 
area, it is useful to approach them as parts of two basic 
problems: determining the /eve/ of compensation, and de- 
termining the method of compensation. 

The number of salesmen within an individual company is 
often small, although they frequently play an important role 
in the company’s success. In this connection, some of the 
main sales-force-compensation problems peculiar to the small 
company are the following: 

(1) The small company probably has limited experience 
with compensation problems. 

(2) It may have a rapid growth, thus affecting the sales- 
force compensation level. 

(3) Salesmen’s importance in a small company’s growth 
raises questions of equity in distributing the rewards of its 
success 

(4) The straight-commission method is most common and 
the limitations of this type of compensation most evident, in 
small companies. 

(5) Personal selling is probably the dominant selling 
method of the small company and salesmen’s compensation 
is an especially significant factor in its over-all marketing 
effort. 

(6) Sales-force supervision may be less formalized and 
sales performance and the compensation plan may be more 
difficult to measure. 
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(7) Elaborate statistical methods for measuring market 
potentials, which aid supervision in large companies, are 
not likely to exist in small ones, 

Obviously, the small company does have some advantages, 
too, in the area of sales-force compensation. Dealing with 
fewer men, it has a more intimate knowledge of each man’s 
performance. It can appraise by more direct methods the 
success of a particular pay plan. Administering the plan 
can be less time consuming and complicated. But these ad- 
vantages may lead to a false sense of satisfaction with the 
existing sales-force compensation plan. 

It may seem unnecessary to suggest that salesmen’s com- 
pensation must be recognized as a management problem. 
Yet, many companies, especially small ones, seem to con- 
sider traditional compensation practices inviolable. Little 
or no attempt is made to appraise them objectively, although 
within aa industry, individual firms may face markedly 
different compensation problems. 

Once you have accepted salesmen’s compensation as a 
management problem, what do you do next? Most experts 
say, assign responsibility for this function to one executive. 
In a small firm he will probably be the sales manager or the 
president. 

But don’t stop there. Administering compensation is a 
continuing function. As such, it calls for both periodic re- 
view and standard procedures to assure its satisfactory oper- 
ation. Policies should be developed carefully and put in 
writing. And give the details to your salesmen. 

In developing these policies, it will be desirable to write 
up a salesman’s job description. This is important because 
it involves a careful appraisal of the salesmen’s roles in the 
marketing “mix.” Those descriptions should bring out not 
only what each salesman has to do, but also what he has 
to know. Such standards are essential in working out the 

(Continued on following page) 
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level of compensation. A job which requires special skills 
and heavy responsibilities obviously commands higher pay 
than one which does not. 

The general caliber of salesmen your company needs is 
the next point to decide. One firm can build its sales force 
around $5,000-a-year-men, another needs men earning $25,- 
000. To determine the appropriate level for your business, 
begin by sizing up the salesmen’s contribution to your com- 
pany goals. 

Here the job description will tell what they do, but will 
not place a specific value on those things. Nevertheless, the 
analysis required to describe the salesman’s job will indi- 
cate the caliber of man needed and the approximate range 
of pay required, With that in mind, you can turn to certain 
guides 

These include: 

Surveys of salesmen’s earnings, A number of organizations 

including the Dartnell Corp., National Sales Executives, 
the National Industrial Conference Board—have 
made such studics. In a few industries, trade associations 
have compiled data on salesmen’s earnings. They may be 


Inc., and 


helpful as broad guides. Sometimes, of course, they are too 
broad to indicate much about pay levels in specific indus- 
tries. And if your firm deviates from industry selling pat- 
terns, these figures may be less applicable. All the same, 
it is worth while to check the available figures. 
Conditions in the sales-personnel market. In the 
analysis, the sales-personnel market is the best place to find 
out what you have to offer to get a particular type of man. 
Recruiting difficulties and high sales-force turnover are use- 
You may also get information from con- 


final 


ful indicators 
versations with men in firms selling under conditions similar 
to yours 

Pay scales within your firm. The practice of arraying all 
company jobs according to how much they pay can be help- 
ful. Salesmen must fit into the over-all pattern. On the one 
hand, they may deserve more than your office force because 
they contribute more to the success of the company. On 
the other hand, they should not get more than the execu- 
tives who supervise them, 

Over-com pensation. Over-compensation is more common 
than many suppose. A small company is often a new com- 

Its salesmen’s-pay plan is based on some assumed 
volume estimated early in the concern’s life. When 
actually rise more rapidly than has been forecast, the 

if it is a straight-commission or salary-plus-com- 
can lead to over-compensation. 


pany 
sales 
sales 
pay plan 
mission 

It is important, therefore, to recognize this possibility and 
come to an understanding with your sales force about it. 
Very often small companies have permitted outmoded pay 
plans to continue despite the fact their salesmen’s earnings 
reached completely unrealistic levels. 

Once you have set the level of salesmen’s compensation 
you need to determine the method of payment. There are 
three basic approaches: straight salary, straight commission, 
or a “combination” plan. A combination plan represents 
a balancing of some fixed income (salary) with some vari- 
able income (commissions, bonuses, profit sharing, and 
the like). 

Combination plans have steadily increased in popularity. 
Today about 60% of all United States companies use them. 
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The other 40% divide about equally between straight com- 
mission and straight salary. For most small firms, the 
choice is not among the three basic pay plans, but rather 
among the innumerable combination plans, 

A special element in any of these basic plans is the 
manner in which salesmen are reimbursed for travel expenses. 
In addition, some companies offer “hidden” income in the 
form of pensions, insurance and other fringe benefits. How- 
ever, the details on the role and management of travel ex- 
penses and fringe benefits must be omitted. These are, to 
be sure, important management problems, but their con- 
sideration here would prevent focusing attention on the 
basic compensation plan itself. 

What determines the choice of pay plan? Four standards 
should be applied. They are: control, incentive, flexibility 
and simplicity. 

Control. The type of compensation plan used will have 
a direct bearing on the amount and kind of sales-force 
activity. A company’s control over a salesman varies di- 
rectly with the proportion of his salary to his total compen- 
sation. The straight-salary plan obviously provides the maxi- 
mum amount of this type of control. A salesman on straight 
salary earns the same amount regardless of how he spends 
his time or which product he pushes. In a combination plan 
the proportion of salary to total income should reflect the 
degree of control sought. 

Thus, if you want your sales force to spend substantial 
time on indirect selling efforts, or even non-selling efforts, 
you should include a good deal of salary in your compen- 
sation plan, Missionary selling, extensive prospecting, re- 
pair work and delivery services are examples of indirect- 
selling or nonselling activities that call for salary, 

Recognize that while the introduction of a salary element 
may increase your control over sales-force activities, this in- 
creased control brings with it management supervision. By 
giving salesmen salaries, you state in effect that you intend 
to determine the kind of selling effort needed. Salaries im- 
ply centralization of sales responsibility. In many small 
companies there is no executive in a position to assume this 
responsibility. They should, therefore, turn to combination 
plans with high percentages of commission income, or even 
to straight- commission plans. 

Although control is the major reason for a salary element 
in salesmen’s compensation plans, you quite frequently hear 
that its purpose is to take care of salesmen’s normal living 
expenses. This view is unsound. Most combination plans in 
use today provide about 60% salary and 40% commission 
(or some other variable incentive element), and few, if 
any, salesmen establish their household budgets on 60% of 
their income. 

Incentive. The portion of pay in a combination plan that 
is not base salary usually represents incentive compensation. 
It can range from an indirect incentive, where income stems 
from commissions. The incentive should be large only it 
there is a direct relationship between the salesman’s effort 
and the sales objective. This objective is usually volume, but 
incentives are sometimes paid for activities that have only 
a long-run effect on sales, such as sale of advertising ma- 
terials. The relationship is least direct when a number of 
people contribute to sales—engineers, top management, and 
perhaps other company personnel, 

Then again, the incentive should be in direct proportion 
to salesmen’s motivation. A small incentive serves only to 

(Continued on page 84) 
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“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY” 





Late in 1958, Coffee and Tea Industries, 
offered its readers a publication of significant in- TABLE OF CONTENTS 
terest to the trade, ‘““Advances in Coffee Produc- 
tion Technology”. The publication was then, and Introduction 
is today, a compendium of useful information to Recent advances in our knowledge of coffee 


the grower of coffee. 
trees: 


1. Physiology 
2. Genetics 
3. Cytology 
4. Anatomy 


The material contained in “Advances in 
Coffee Production Technology” first appeared in 
the special November, 1958, issue of Coffee and 
Tea Industries, and immediately became one of 
the most widely sought after issues to appear in The supply of better planting material 
this industry. 1. Arabicas 
“Advances in Coffee Production Technology” : Yn hie ee coffee 
is a worldwide summary of coffee research. It out- 
lines existing knowledge and shows the direction 
of efforts to extend that knowledge. Top coffee 
scientists cooperated in preparing the material 
and consider it an important working tool. 


Mineral nutrition 
1. High fertilizer applications and 
their effects on coffee yields 
2. Detection and control of minor 
element deficiences 
For coffee growers, shippers, their organiza- 
tions and governments, the book puts between 
two covers material uffecting many immediate and 
long range aspects of coffee growing. The sun-hedge system of coffee growing 


The mechanization of cultural operations 


Better control of water supply 
for coffee production 


For importers and roasters in consuming 
countries, ‘Advances in Coffee Production Tech- Soil conservation on coffee plantations 
nology” holds clues to the future of the product i . 
on which their business is based. Chemical weed control in coffee 


Recent spraying for control 
For librari resear izati it i . 
es and esearch organizations, it is of tallies ite 

an important source of information on a vital 


commodity. Selection of coffee types 


resistant to the Hemileia leaf rust 
There are on hand a limited number of copies 

of “Advances in Coffee Production Technology” 

which are offered at the original pre-publication Factors affecting the inherent quality 

price of $2.50 per single copy. Orders for copies of green coffee 

in excess of five may be had at an additional dis- 

count of 10 percent. 


Biological control of insect pests in coffee 


Conclusions 











Coffee and Tea Industries QMMIF~ | corree & TEA INDUSTRIES (formerly The Spice Mill 
suggests that orders for 106 Water Street, New York 5, N. Y. 

“Advances in Coffee Pro- 
duction Technology” be 
placed immediately. No 
plans have been made for 
a second printing of this 
publication and only a 
limited number of copies aa 
are on hand. _ 


MAY, 1960 


Attached find $......0.00.0..... for.u.............copies of "Advances 
in Coffee Production Technology” at the special price of 
$2.50 each. 
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EE EE A ST i de es 





YOU ARE READING THE 
LEADING PUBLICATION 

IN THE 

COFFEE AND TEA FIELD... 


There have been changes in the format 


of COFFEE AND TEA INDUSTRIES in 


the last two months. These changes are 


just the beginning. In the future you'll 


find more and more in the way of editorial 


features which are important to vou. 


They will be rounded out with news ma- 


terial written to keep you posted on the 


fast moving coffee and tea industry. 


WITH THIS IN MIND... 


are vou certain that key personnel in your 


organization will have copies of Coffee 


and Tea Industries for their own use. If 


these men can save vou time and effort 


by using the information contained in this 
magazine (it’s our bet that they can) 


then vou have saved money by subserib- 


ing in their name. Why not do it now? 


FILL OUT THE COUPON BELOW. WE WILL BILL 
YOU LATER IF YOU PREFER... 


COFFEE AND TEA INDUSTRIES 
106 WATER STREET, NEW YORK 5, N. Y. 


NAME 
ADDRESS 
CITY STATE 


[] | Yr. $5.00 [] 2 Yr. $8.00 
[-] Check or Money Order Enclosed 
Bill Me Later 


[] 3 Yr. $10.00 
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dull the interest of a highly motivated man; a very large 
one will be wasted on the man with a low level of moti- 
In fact, a man unable to reach the income level 
contemplated by his pay plan will become discouraged and 
discontented with the company, the job and himself. 
Finally, the incentive should be varied and shifted so as 
to direct the salesmen’s efforts to the most productive type 
In this way, it is a powerful sales-management 


vation. 


of activity. 
tool. For example, incentive compensation can be paid for 
balanced selling, or for opening new accounts, or for large 
orders, and so On. 

Flexibility. Flexibility is one of the hardest objectives to 
achieve. And one of the major reasons that combination 
plans have become more popular than straight salary and 
straight commission plans is their greater flexibility. The 
term can mean a variety of things. Four are considered 
here: 

(1) Flexibility in selling costs. This is the first consider- 
ation for most small companies. With limited working 
capital and uncertain markets, there is a great attraction for 
small companies in the variable cost of straight commission 
or a combination plan with a large commission element. 
When sales drop off, costs do, too. This feature will often 
be the overriding one in selecting a pay plan. But even 
if you seek completely variable selling costs, you must still 
establish size of the commission and the das/s on which it 
will be paid. Commissions can vary by product, customer, 
or type of selling effort. 

(2) Flexibility among territories. This means that a pay 
plan can be adapted to suit conditions in different sales ter- 
ritories. The sales potentials of different regions often vary 
widely. Unless the pay plan compensates for this fact, the 
salesman in a growing territory will have steadily increasing 
earnings while the salesman in a poor area will have little 
to show for his efforts. 

(3) Flexibility among men. 
include men at varying stages of development. 
usually require a special pay plan. But differences in skill 
and experience must also be recognized among regular sales- 
men. While this is sometimes accomplished by shifting men 
geographically, salesman-customer relationships may make 
transfers undesirable. The compensation plan is a better way 
to handle individual differences. 

(4) Flexibility among products. Many small plants make 
several products, which require quite different selling ef- 
forts. Such concerns need a salesmen’s compensation plan 
which can reflect this situation. Unless it does, a salesman 
may well neglect that part of the market from which he 
gets the least money. 

Simplicity. A final consideration is the need for sim- 
plicity. Complicated plans are hard for your salesmen to 
understand, and costly to administer. Considerable dissatis- 
faction may result if salesmen cannot see a direct relationship 
between their efforts and their income. Simplicity, of course, 
is best achieved with straight commission. In actual practice, 
however, it is usually better to sacrifice a little simplicity 
to gain some flexibility, incentive, or control. Most small 
companies are better off if they don’t copy the big con- 
cerns, but stick to pay plans which grow out of their own 
selling situations and the kinds of salesmen they have. 
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Kegional fy) PF Votes 


New York News 
@ 8 The 
sociation was host for a three-day con- 
ference on, “Investing and Operating 
in India” at the Hotel Astor on April 

Among the speakers were S, K. 
Patti, Minister of Food and Agricul- 
ture; Government of India; B. K. 
Nehru, Commissioner of Economic 
Affairs, India; and Gopala Menon, Con- 
sul General of India in New York City. 


American Management As- 


® @ Columbus Lines, Inc., of 26 
Broadway has announced 
ments with Great 
Inc., whereby the latter will act as their 
inland agents in the Chicago/Milwau- 
kee area for their service to the east 
coast of South America. 


arrange- 


Lakes Overseas, 


8 ® George Cholwell & Co., Inc., 
announced the arrival of A. N. Bald- 
win. representative of Alexander Law- 
rie & Co., Ltd. of London on May 10. 
Baldwin will make his headquarters at 
the Cholwell offices during the time he 
is here visiting New York and Canada. 
He returns to London, May 28th on 
the Mauretania 


@ @ Dr. Arthur J. Harriman, formerly 
of technical research for 
J. Lipton, Inc., has been 
named to a new post, director of pro- 
duct exploration and research liaison. 
Dr. Harriman was succeeded in_ his 
earlier post as technical research di- 
rector by Dr, Roy E. Morse. 
@ ® Stockard Steamship Lines has an- 
nounced the appointment of Penn- 
Maryland Steamship Corporation as 
agents for the Pennsylvania and Ohio 
areas. Clarence E. Billey, vice presi- 
dent of Penn-Maryland, Pittsburgh, 
’a., will represent the Stockard-Levant 


Line Service to the Mediterranean, as 


well as the Stockard agency lines; 
Ivaran Lines South American service, 
and the Philippine National Ivaran 


Line service 


@@ On May 23, Kenneth Burgess, 
CBI eastern field representative will 
present a brewing demonstration be- 
fore 250 members of the Rochester 
Chapter, of the Executive Stewards 
and Catererers Association. The fol- 
lowing day, May 24, he will perform a 
twenty minute television home demon- 
stration on Rochester station WROC- 


TV. 


® @® Chock Full O’Nuts Corporation 
has moved into an additional two 
floors of its home building at 425 Lex- 
ington Ave., New York. The addition- 
al floors were needed to house ad- 
ministrative personnel as well as the 
company’s coffee sales and restaurant 
construction departments 


@ @ The board of managers of the 
New York Coffee and Sugar Exchange 
has elected three new members to the 
Exchange. They are Carlos Cordero 
d’Aubuisson, Cia Salvadorena de Cafe; 
Tirso Emilio Rivera y Jiminez, Ciudad 
Trujillo; and Harrison, of 
United Coffee Corporation, 


Paterson, N.J. 


George 


Instant 


@ @ The spring meeting of the Tea 
Club was held April 28th at the Antlers 
Restaurant. Tickets were distributed 
at the meeting for membership in the 
Club’s Photography Club.  Entertain- 
ment for the evening was a travelog, 
“Key to a Continent”, presented by the 
New York Telephone Company. 


oS. A. Schonbrun & Co., Inc., have 
announced a “7 cent off regular price” 
promotion for the six ounce jar of 


Savarin Instant Coffee, The promo- 
tion was advertised in the New York 
area through coverage on the Savarin 
Saturday Night News. 


@ 8 The Green Coffee Bowling Lea- 
gues final team standings for the 1959- 
60 series found Nathor standing first 
Aron finished 


with 49 wins, 32 losses. 
with 47 wins, 34 losses. Both teams 
were winners of trophies. High team 
game net was won by Woods, 922; 
and high team series by Woods with 
2553. Leaders for seasons high aver- 
ize were D. Kolm, 170; W. Grimes, 
169; and B. Hollywood, 167 


@ @ Financial Briefs. Grand Union 
has announced record net earnings of 
$7,354,045 during the 52-week fiscal 
period ending February, 1960. The 
figure represents a gain of 14.1 percent 
over the previous earnings record of 
$6,446,522 set last year. 

First quarter earnings for the Bor- 
den Company also set new highs. 
Earnings for the first three months 
of 1960 amounted to $5,445,618, an in- 
crease of 20.3 percent over a_ similar 


period a year ago 


New Orleans Notes 
@ @ The New Orleans Green Coffee 
Jowling League elected officers for the 
coming year at a meeting held on the 
Board of Trade floor here, March 17 
Carl West, Standard Brands, was elected 
president. Those serving with him are 
Tom Buckley, Buckley and Forstall, vice 
president ; and Rodney Abele, Leon Israel 
and Bros., Inc., re-elected as secretary- 
treasurer. The outgoing officers, Phil 
Condon, J. Aron and Co., Inc., ex-presi- 
dent; and Russel Hatfield, formerly with 
C. E. Bickford and Co., ex-vice presi- 
dent, were given a vote of thanks for 
their excellent service, by the League 


@ @ Final Green Coffee Bowling League 
scores, until next September when bowl- 
ing is resumed, as reported by Rodney 


\bele, secretary of the League, are: 
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‘CONCHITA! WHAT ARE YOU DOING IN THE STATES?" 


New Orleans Notes 2 " Friends and associates in the trade 
were saddened by the death of Mrs. 

st high team, three games, Buckley Martha Jefferson Gasquet Westfeldt, 
Forstall, 2508; second high team, wife of George G. Westfeldt, Sr., and 

e games, Dupuy Storage and For mother of George Westfeldt, Jr., of 


Westfeldt) Bros. She is survived by 13 


warding Corp., 2458; third high team, 

three yvames, Delta Line, 2429 First grandchildren and 2 great-grandchildren 

high individual, three games, Jerry Services were held at the home and at 

Poca, Buckley and Forstall, 598; second Our Lady of Good Counsel church with 

individual, three games, Jack Tay- interment in Cypress Grove cemetery. 

lor, Aron No. 1, 569; Third high indi 

vidual, three games. Ed Landry, Biehl @ @ Albert Schaaf has returned from a 

and Co., 566 business trip in the interests of his firm, 
First high team game is Buckley Stewart, Carnal and Co., Ltd 

and Forstall, 921; second high team gam« 

is Aron No. 1, 896; and third high team @e William Ansardy_ of Volkart 

game is Delta Line, 878. First high in- Brothers, New York, called on the local 

dividual game is Clifford Spuhler, Aron office here on a recent business trip. 

No. 1, 246; second high individual gam 

is Jerry Tocca, 239; and third high in @ek. McGarvey of McGarvey-At- 

dividual game is H. Lemonier, S. Jackson wood, Minneapolis, was a recent business 

and Son, 233. Team standings in_ the visitor in New Orleans, where he called 

final scoring are: Aron No. 1; Dupuy; on the trade 

Israel; Buckley and Forstall; Delta Line; 

H. L. C. Bendiks, Inc.; Aron No, 2; 8 @ Coleman W. Hull of J. Aron and 

Kentucky Warehouse; Biehl and Co.; Co., Inc. has returned to his office 

and S. Jackson and Son, in that order, after a few week's trip to several pro- 
\ dinner dance is being planned for ducing countries in Latin America 

all members of the Green Coffee Bow]- 

ing League and their partners, to cele @eMr. A. C. L. Schreuder of Scar- 

brate the success of the season burgh Co., Inc., New York, spent two 


days visiting the local trade with J. P 
Marks, the company’s New Orleans rep- 
resentative. 


@ @ Mr. and Mrs. W. B. Burkenroad, 
Jr., sailed on the United States on April 
14th for Europe, where they will remain 
about six weeks, visiting several coun- 
tries on the continent. 


@ 8 David Kattan flew to Honduras 
recently for a short business visit. 


ws @ Fd J. Ganucheau is back at his desk 
after a business trip in the interest of 
his firm, J. Aron and Co., Inc. 


@ 8 The managing directors of Inter- 
national House and International Trade 
Mart have been awarded the king of 
Belgium’s decoration of “Knight of the 
Order of the Crown.” The decorations 
were presented to Charles Nutter of 
IH and Clay Shaw of ITM by Werner 
LL. Labeye, consul-general of Belgium 
who praised Mr, Nutter and Mr. Shaw 
for devoting much of their time to pro- 
moting international co-operation and use- 


ful contacts in this part of the south 


@ ® The cargo liner, S. S. James Lykes, 
left the port of New Orleans April 11, 
on the last lap of its maiden voyage, en 
route to Charleston, S. C. before sailing 
for the Mediterranean. The ship is the 
first of 53 new vessels, comprising a 
half-billion-dollar replacement fleet for 
the Lykes Bros. Steamship Co., Inc 


@ 8 Mark Walters who has been asso- 
ciated with C. H. D’Antonio and Co., 
until recently has joined the Duncan 
Coffee Company in Houston, Texas, 
where he will be associated with Almond 
Powers, formerly with J. A. Folger and 
Co., New Orleans office 


@ 8 Frnesto Borrero, executive vice 
president of the Armenia Coffee Corpor- 
ation, New York, was a recent business 
visitor in New Orleans. 


San Francisco Briefs 


@ @® The Northern California Division 
of the American Spice Trade Associa- 
tion held one of its regular meetings 
at the Leopard Cafe last month. One 
of the chief subjects under discussion 
was the National Convention in May. 


® @ Folgers awarded the contract last 
month for the construction of its new 
south San Francisco instant coffee plant. 
The Utah Construction Company, suc- 
cessful bidders, have since begun con- 
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struction. The building will measure 
approximately 75,000 square feet, and 
will be the company’s first soluble cof- 
fee facility on the Pacific Coast. The 
new plant represents the latest engine- 
ering approaches to instant coffee pro- 
duction. 


@ ® Safeway Stores recently extended 
invitations to the green coffee trade to 
go through its newly constructed Safe- 
way Instant Coffee Plant, Guiding 
guests through the plant was Arthur 
Brinckerhoff, coffee buyer, and, at the 
plant, manager Elmer Hoffner explain- 
ed the intricacies of the process to 
visitors. It is the first time that guests 
have been invited to inspect an instant 
plant in this area. Coffee men found 
it contained the very latest in modern 
equipment, extremely clean and certain- 
ly interesting. The plan will supply 
the entire system for Safeway and be 
distributed under the Airway Brand. 


@ @® Charles Berhe formerly associa- 
ted with Leon Cavasso is now with 
California Commodities C 


@® ®8 Chuck Cecil who had been in the 
hospital is now at home recuperating. 
All reports are good and Chuck ex- 
pects to be back on the street before 
long 


@ 8 The coffee division of the Hud- 
son Bay division at Vancouver has been 
sold out to Lyons of London 


ee At the last meeting of the Wes- 
tern Spice Trade Association color 
pictures were shown of northern India, 
from the grandeur of the Himalayas to 
the picturesquesness of the valleys and 
rivers. They were furnished by the In- 
dian Consul General, Mr. Stacey. 


@ 8 Broadcasting of the games of the 
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“| JUST SAID THAT | WANTED TO BUY EIGHT-MILLION POUNDS OF COFFEE" 


San Francisco Giants is again being 


sponse red by Folgers 


@ ® Jack Schimelpfenig who has been 
in Brazil for Anderson, Clayton Co 
returned to the city last month to es- 
tablish his family here for a vacation. 
He left in a few hours on a business 
trip and later returned to complete his 
vacation and again visit his old friends. 


@ @ The Coffee Club held its annual 
golf meet at the Meadow Club, Fair- 
fax. Richard Chapman and_ Peter 
Gavigan were co-chairmen of the pro- 
gram, This contest always comes just 
before the P.C.C.A. Convention and 
members consider it a tune-up for the 
affair. 
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Chicago Doings 


@ @ Favorable 
stimulating some companies to move into 
larger instant coffee sizes. Hills Brothers 
introduced its new ten ounce size of in- 
stant with a 25-cents off label deal. Max- 
well House has also introduced its ten 


consumer response Is 


ounce size with a 25cent mail coupon 
which may be applied against two pounds 
of the company’s regular grind coffee 
Red and White Corp., the national, vol- 
untary chain of food stores, has put its 
new ten-ounce instant jar into member 
stores. And, rounding out the intro- 
ductions is Chase and Sanborn, who plan 
15-cent coupons packed inside Quaker 
Puffed Wheat and Rice 


@ ® Butternut Coffee Co., is using full 
page ads to plug its recent purchase of 
the Thomas J. Webb Coffee division 
from Continental Coffee Co. 


@ & Continental’s sale of Webb disposed 
of that firms only retail coffee operation 
Continental now sells exclusively to the 
institutional field. 

As a service to its restaurant customers, 
the firm has put out a booklet titled, 
“Building Restaurant Business through 
Setter Public Relations.” 


@ @® Aroma Coffee Co., is planning to 
extend a Turkish blend coffee pot pro- 
motion, now running in Marshall Field 
& Co., to other midwestern cities. Called 
an Ibrik, the Turkish blend brewer re- 
tails for $2.95 in Field’s gourmet sec- 
tion where Aroma is pushing it’s Turkish 
blend. 
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Established 


FOR SALE PIECEMEAL 
Modern Roasting and 
Grinding Equipment 


Available At Tremendous Savings 


3—Jabez Burns Model 23R 
Thermalo Coffee Roasters, 
complete with Stirflex Cool- 
ers and Foxboro Automatic 
Controls. (located in Chi- 
cago.) 

3—Jabez Burns 4-bag Jubilee 
Coffee Roasters with Stir- 
flex Coolers and Taylor Au- 
tomatic Controls. (located 
in New York.) 

2—Gump No. 666 and No. 777 
Granulators. 

2—Jabez Burns Green Coffee 
Mixers or Blenders, 10 and 
12 bag capacity. 

ALSO AVAILABLE 


Burns Model 22 Continuous Roaster 

Burns Model 33, 5-bag Roaster 

Benco Bag Machine 

Triangle Elec-Tro-Flex Automatic Bag Maker, 
Weigher and Sealer 

Gump Size 550 Green Coffee Cleaners 

Pneumatic Scale Auto Cartoning Unit, 
complete 

——— Machinery, Hayssen, 
Battle Creek Box Wrappers 

A-B-C, Standard Knapp and Ferguson Auto- 
matic Shipping Case Gluers 

Burns No. 6, 7 and 8, '/ and | bag 
Roasters 

Burns No. 12, 14 and 25 Grinders 

Fitzpatrick Stainless Steel Comminuters. 

Knapp, CRCO, Burt Wraparound Labelers 

Stokes and Smith Models Gi, G2, HG84, 
HG87 Auger Fillers 


INSPECTION INVITED 
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“THE BOOK OF SAUCES” 


One of the most complete 
l-volume collections ever de- 
voted entirely to the art of 
preparing sauces. It treats 
this important subject in an 
interesting way. Also in- 
cludes a short summary of 
many spices, herbs and flav- 
orings. 128 pp., vest-pocket 
size. 


only $3.00 


| Coffee & Tea Industries 
| 106 Water St. New York 5, N. Y. 





106 Water Street 





Spices: by JOS. K. JANK 


THEIR BOTANICAL ORIGIN 
THEIR CHEMICAL COMPOSITION 


THEIR COMMERCIAL USE 


Price $3.00 


Write The Spice Mill Book Department 
New York 5, N. ¥ii 
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C E BICKFORD & CO. 


Coffee Brokers and Agents 


Since 
1886 


NEW YORK NEW ORLEANS 


120 WALL STREET 427 GRAVIER STREET 
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OFFEE OFFICES AND REPRESENTATIVES 
IN THE PRINCIPAL PRODUCING AREAS 


VOLKART BROS., INC. 


120 WALL STREET NEW YORK 5, N. Y. 
HAnover 2-9400 Cable: "VOLKART" 





